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I  make  sure  my  Lady  Jayne  display 
is  well-positioned  and  well  stocked -then  it 

looks  after  itself 99 


And  that's  why  nearly  three  quarters 
of  all  chemists  and  department  stores  now 
stock  Lady  Jayne.  Because  quite  simply,  Lady 
Jayne  turns  the  hair  accessory  section  of  any 
outlet  into  a  tidy,  easy  to  run  profit  centre. 

You  can  choose  from  three  Lady  Jayne 
units -each  with  a  different  stock  value -to 
suit  any  shop  or  store. 

The  well-known  "spinner"  stand  is  now 
joined  by  an  elegant  free-standing  wall  unit  - 
and  a  smaller  modular  panel  for  the  outlet 
with  limited  space. 


All  of  them  carry  a  carefully  balanced 
selection  of  Lady  Jayne  products  devised  to 
make  the  most  of  your  display  area. 

So  you'll  see  that  this  important 
business  cannot  be  left  to  chance . . .  and  with 
Lady  Jayne  you  simply  can't  go  wrong. 
Choose  a  stand.  Display  it.  Keep  it  well 
stocked.  The  rest  is  profit. 

For  a  list  of  your  nearest  Lady  Jayne 
wholesalers  drop  a  line  to:  Jack  Moss, 
Laughton  &  Sons  Limited,  Warstock  Road, 
Birmingham  B14  4RT. 


LADYJAYNE 

for  simply  beautiful  hair 


INTRODUCING 
MONCLER  DERMA. 

THE  SPOT  MEDICATION 

THAT  CHANCED 
THE  FACE  OF  EUROPE. 


When  Roche  say  that 
Moncler  Derma  is  a  new  spot 
product,  that's  only  half  the  truth. 

The  fact  is  Moncler  Derma 
has  already  proved  a  great  success 
in  Europe. 

So  we're  more  than 
confident  that  we  can  change  the 
face  of  Britain,  too. 

Moncler  Derma  is  not  just 
different  but  a  distinct 
improvement  on  other 
spot  products. 

To  begin  with, 
it's  invisible  in  use  and 
odourless  but  more 
importantly  it  contains  a 
patented  Roche 
ingredient  that 
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goes  on  working  with  the  s 
after  spots  have  disappeared. 
Thus  helping  to  prevent  them 
coming  back. 

We're  so  sure  of  Moncler 
Derma's  success  that  we  shall 
be  backing  our  judgement 
with  a  heavy  promotional 
budget. 

Well  over  £600,000 
will  be  spent  onTV,  in  the 
women's  and  teenage 
press  and  on  PR  through- 
out the  yean 

There  are  three  products 
in  the  Moncler  Derma  range  J 
Moncler  Derma  Gel, 

Cleansing  Lotion 
and  Cover  Sticks. 


For  further  information,  coHTOtTan  Armstrong.  Roche  Products  Limited  "Cosmetics  Divisio 
Broadwater  Road,  Welwyn  Garden  City,  Herts.  Telephone:  Welwyn  Garden  28128. 
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FROM  NOW  UNTIL  the  31st  DECEMBER  1980 

SPECIAL  ASPIRIN  & 
PARACETAMOL  OFFER 

PLUS 
3  FOR  3 


ON  THE  PRODUCTS  IN  BOXES 


QUANTITY 

HHUUUL 1 

PACK 

PRICE/PACK 

REQUIRED 

ACETAZOLAMIDE  TABLETS  BP 

250  MG 

50 

£0.70 

x  50 

500 

£5.95 

x  500 

AMITRIPTYLINE  TABLETS  BP 

10  MG 

1000 

£4.90 

x  1000 

25  MG 

1000 

£9.50 

x  1000 

AMPICILLIN  CAPSULES  BP 

250  MG 

500 

£13.90 

x  500 

500  MG 

250 

£13.90 

x  250 
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x  100 

200  MG 

100 

£0.45 

x  100 

500  MG 

500 

£0.95 

x  100 

ASPIRIN  TABLETS  BP 

*     1VI      ■   I    ■  I  1  V        I     /                 Lb  La     1    \J     La*  1 

300  MG 

25  x  1dz 

£0.98  per  dz 

x  1dz 

100  x  1dz 

£1.80  per  dz 

x  1dz 

ASPIRIN  &  CODEINE  TABLETS  BP 

25 

£0.33 

x  25 

50 

£0.52 

x  50 

100 

t  0  92 

x  100 

BENDROFLUAZIDE  TABLETS  BP 

2.5  MG 

100 

£0.35 

x  100 

1000 

£3.00 

x  1000 

5  MG 

100 

£0.45 

x  100 

1000 

£4.25 

x  1000 

BENZHEXOL  TABLETS  BP 

2  MG 

100 

£0.60 

x  100 

1000 

£5.45 

x  1000 

5  MG 

100 

£1.20 

x  100 

1000 

£10. 95 

x  1000 

CHLORPHENIRAMINE  TABLETS  BP 

4  MG 

50 

£0.20 

x  50 

500 

£1.85 

x   500  | 

CHLORPROMAZINE  TABLETS  BP 

25  MG 

500 

£1.45 

x  500 

50  MG 

500 

£2.70 

x  500 

100  MG 

500 

£4.40 

x  500 

CHLORPROPAMIDE  TABLETS  BP 

100  MG 

250 

£1.50 

x  250 

250  MG 

500 

£11.00 

x  500 

CODEINE  PHOSPHATE  TABLETS  BP 

15  MG 

100 

£1.50 

x  100 

250 

£3.75 

x  250 

500 

£7.50 

x  500 

CODEINE  PHOSPHATE  TABLETS  BP 

30  MG 

100 

£2.60 

x  100 

250 

£6.50 

x  250 

500 

£12.50 

x  500 

1000 

£24.80 

x  1000 

CODEINE  PHOSPHATE  TABLETS  BP 

60  MG 

100 

£5.20 

x  100 

250 

£13.00 

x  250 

500 

£25.90 

x  500 

DIAZEPAM  TABLETS  BP 

2  MG 

500 

£1.75 

x  500 

1000 

£3.50 

x  1000 

5  MG 

500 

£2.25 

x  500 

1000 

£4.50 

x  1000 

10  MG 

500 

£4.00 

x  500 

FERROUS  GLUCONATE  TABLETS  BP 

300  MG 

1000 

£2.60 

x  1000 

5000 

£12.60 

x  5000 

FOLIC  ACID  TABLETS  BP 

5  MG 

500 

£0.90 

x  500 

1000 

£1.75 

x  1000 

FRUSEMIDE  TABLETS  BP 

20  MG 

1000 

£11.50 

x  1000 

40  MG 

1000 

£14.00 

x  1000 

PRODUCT 


PACK 


PRICE/ PACK 


QUANTITY 
REQUIRED 


HALOPERIDOL  TABLETS  BP 


0.5  MG 
1.5  MG 
5  MG 
10  MG 


HYDROCHLOROTHIAZIDE  TABLETS  BP 


25  MG 


100 
1000 

100 
1000 

100 
1000 

100 
1000 

1000 


£1.15 
£10.70 

£1.95 
£18.50 

£5.15 
£50.75 
£10.00 
£99.50 


100 
1000 

100 
1000 

100 
1000 

100 
1000 


£2.40 


1000 


IMIPRAMINE  TABLETS  BP 


25  MG 


INDOMETHACIN  CAPSULES  BP 


METHYLDOPA  TABLETS  BP 


I METRONIDAZOLE  TABLETS  BP 


25  MG 
50  MG 


1000 
5000 

500 

100 


£2.40 
£12.00 


x  1000 
x  5000 


£14.40 
£5.50 


500 
100 


250  MG 
500  MG 


1000 
500 


£27.50 
£27.50 


x  1000 
x  500 


200  MG 


21 
250 


£0.65 
£6.50 


NICOTINAMIDE  TABLETS  BP 


50  MG 


1000 


£1.50 


x  1000 


50j 


250 


NICOTINIC  ACID  TABLETS  BP 


50  MG 


1000 


£1.50 


x  1000 


500 


NITROFURANTOIN  TABLETS  BP 


50  MG 


1000 


£3.95^ 
£7.12 


500 
x  1000 


OXYTETRACYCLINE  TABLETS  BP 


250  MG 


1000 


£8.70 

£1.84  per  dz 
£2.82  per  dz 
£4.65  per  dz 
£3.20 
£15.00 


x  1000 
x  1dz 
x  1dz 
x  1dz 
x  1000 
x  5000 


PARACETAMOL  TABLETS  BP 


500  MG 


25  x  1dz 
50  x  1dz 
100  x  1dz 
1000 
5000 


PENICILLIN  V-K  TABLETS  BP 


250  MG 


1000 


£10.95 


PHENYLBUTAZONE  TABLETS  BP 


PREDNISOLONE  TABLETS  BP 


100  MG 
200  MG 


1000 
1000 


£2.50 
£4.75 


x  1000 

x  1000 
x  1000 


5  MG 


500 


£2.75 


500 


PREDNISONE  TABLETS  BP 


5  MG 


PROMETHAZINE  HCL  TABLETS  BP  25  MG 

PROPANTHELINE  TABLETS  BP  15MG 


500 
1000 


£2.75 


500 


£3.00 


x  1000 


1000 


£3.40 


x  1000 


PROPRANOLOL  TABLETS  BP 


10  MG 
40  MG 
80  MG 
160  MG 


500 
1000 
500 
100 


£5.88 
£27.86 
£21.06 

£8.42 


x  500 
x  1000 
x  500 
x  100 


QUINIDINE  SULPHATE  TABLETS  BP 


QUININE  BISULPHATE  TABLETS  BP 
QUININE  SULPHATE  TABLETS  BP 


SOLUBLE  ASPIRIN  TABLETS  BP 


TETRACYCLINE  TABLETS  BP 


200  MG 


100 
250 
500 


£4.85 
£11.90 
£23.65 


x  100 
x  250 
x  500 


300  MG 


500 


£22.00 


500 


300  MG 


100 
250 
500 
1000 


£4.50 
£11.50 
£22.00 
£43.50 


300  MG 


50 
100 


£0.22 
£0.35 


x  100 
x  250 
x  500 
x  1000 

"x  50" 
x  100 


{TOLBUTAMIDE  TABLETS  BP 


250  MG 

500  MG 


1000 


£9.35 


500 


£5.00 


x  1000 

T~500 


PLEASE  NOTE  THAT  WHEN  ORDERING  ON  BONUS  YOU  WILL  RECEIVE  3  FREE  FOR  EVERY  MULTIPLE  OF  3  ORDERED 

EMPTY,  HARD  2  PIECE  GELATIN  CAPSULES 


Size 

Price  per  100 

Price  per  1,000 

Price  per  1,000  for  Orders  over  5,000 

000 

£2.50 

£17.00 

£15.00 

00 

£2.00 

£16.00 

£14.00 

0 

£1.00 

£5.50 

£5.00 

1 
2 

£0.95 

£5.00 

£4.50 

£0.90 

£4.50 

£4.00 

3 

£0.85 

£4.00 

£3.50 

4 

£0.80 

£3.75 

£3.30 

5 

£0.75 

£3.50 

£3.00 

to  order  specific  colours,  please  mention  this  in  your  enquiry. 

SETTLEMENT  TERMS  Name  — 

Accounts  30  days  nett.  Address 

10%  discount  for  cash  with  order  or  payment  within  7  days 

of  receipt  of  invoice.   


QUANTITY  DISCOUNT* 

15%  off  Orders  £100  and  over 

"Quantity  discount  is  not  available  on  Bonus  Offers. 


Signature 
Date   


Orders    under   £10   are    charged    75p    post    &  packing 


M.  A.  Steinhard  Limited 

702  TUDOR  ESTATE,  ABBEY  ROAD,  LONDON  NW10  7UW  Tel:  01-965  0194  Telex:  8952939 

VAT  Reg.  No.  227  0175  87 
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Seeds  of  doubt 


"Not  all  chemists'  shops  have  a 
qualified  pharmacist  (the  proper  name 
for  a  chemist)  on  the  premises".  This 
being  the  opening  sentence  of  a  chapter 
entitled  "Chemists  and  pharmacists" 
in  a  new  book  about  OTC  medicines, 
"The  home  pharmacy,"*  we  are  yet 
again  reminded  of  the  profession's 
dismal  "image". 

The  author,  Dr  Vernon  Coleman, 
goes  on  to  say  that  shops  with  a 
pharmacist  in  attendance  are  sometimes 
described  as  "dispensing  chemist"  or 
simply  "pharmacies".  Colds,  muscle 
strains,  indigestion  and  diarrhoea  are 
described  as  the  sort  of  problems  that 
a  pharmacist  can  help  with. 

Some  comfort  there,  perhaps,  and  in 
another  chapter,  "The  law  and  home 
medicines",  the  author  mentions  that 
some  non-prescription  drugs  are 
available  only  from  pharmacies;  he  also 
recommends  that,  except  in 
emergencies,  all  home  medicines  are 
purchased  from  qualified  pharmacists. 

The  major  part  of  the  book  consists 
of  a  directory  in  which  products  are 
listed  under  the  symptoms.  Dr  Coleman 
generally  recommends  cheaper 
preparations  as  being  just  as  effective — 
he  says  that  no  branded  analgesics 
have  any  important  advantages  over  BP 
preDarations. 

However,  another  new  book  with 
information  for  the  consumer  about 
OTC  medicines  has  rather  a  different 
emphasis.  "Health  Shock"!  is  by 
Martin  Weitz,  described  as  "an 
investigative  journalist."  The  flavour 
can  be  judged  from  the  subtitle — "A 
guide  to  ineffective  and  hazardous 
medical  treatment". 

There  are  two  chapters  on  drugs 
and  the  chapter  entitled  "Some  of  our 
favourite  over-the-counter  drugs"  deals 
with  only  a  few  products — Night  Nurse, 
Lemsip,  Contact  400,  Alka  Seltzer, 
Fynnon  Salts,  paracetamol,  Listerine 


and  Phisohex.  There  is  also  a  section 
on  vitamins.  Mr  Weitz  outlines  the 
dangers  and  disadvantages  of  using 
these  products.  On  Alka  Seltzer  he 
says:  "The  combination  of  drugs, 
aspirin,  citric  acid  and  sodium 
bicarbonate  used  in  Alka  Seltzer  could 
aggravate  an  ulcer  and  stomach  pains" 
He  then  claims  that  "aspirin  irritates 
the  stomach  and  makes  it  bleed  in  75 
per  cent  of  people  taking  it".  The 
section  on  paracetamol  begins  with  the 
sub-head  "Fatal  liver  hazard  with 
common  painkiller".  Mr  Weitz  then 
quotes  a  finding  that  liver  damage 
could  be  seen  with  as  little  as  6.3g 
paracetamol  which,  he  says,  "is  not 
much  more  than  the  recommended 
daily  dose  of  4g  per  day". 

However  the  chapter  on  drugs 
prescribed  by  doctors  contains  many 
more  warnings.  The  section  on  sleeping 
pills  and  specifically  Mogadon  contains 
a  special  warning  that  it  may  become 
ineffective  after  a  few  days.  Other 
hypnotics  are  listed  under  the  heading 
"Similar  drugs"  which,  as  well  as 
other  benzodiazepines,  mentions 
Doriden,  Mandrax,  Heminevrin, 
Noctec  and  Welldorm.  No  attempt  is 
made  to  differentiate  between  these. 

On  chloramphenicol,  Mr  Weitz 
writes  about  the  side  effect  of  aplastic 
anaemia  and  then  says  "despite  these 
potential  hazards  it  is  commonly  used 
in  preparations  for  eye  infections,  such 
as  Parke  Davis's  product 
Chloromycetin". 

The  problem  with  such  pearls  of 
wisdom  is  that  the  reader  is  unlikely 
to  be  able  to  judge  when  the 
incorporated  truth  is  measured  in 
grains  (with  scruples  thrown  to  the 
wind?)  and  when  it  is  whole  and 
wholesome.  For  those  who  can't  judge, 
the  effect  must  be  to  sow  the  seeds 
of  doubt  and  unnecessary  concern — 
perhaps  even  to  the  extent  of 
interfering  with  vital  therapy.  But  then, 
the  "investigative  journalist"  holds 
nothing  back!  ■ 

*Pan  £1.75.  fDavid  &  Charles  £7.95 
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Notional  pricing: 
'no  damage  to 
retail  pharmacy' 


Labour  renews  call 
for  State  control 


Only  "a  most  unusual  type  of 
pharmacy"  will  have  had  its  economics 
seriously  damaged  by  notional  pricing 
when  settlement  discounts  are  taken 
into  account.  That  was  claimed  by 
Mr  Alan  Ritchie,  chairman  of 
Macarthys  Pharmaceuticals  Ltd, 
at  the  company's  annual  meeting  last 
week. 

Notional  pricing — by  means  of 
which  wholesalers  take  a  15  per  cent 
margin  Whether  manufacturers  give  it 
to  them  or  not — means  that,  on 
average,  the  pharmacist  is  probably 
paying  about  24  per  cent  more  than 
he  is  being  reimbursed  by  the  DHSS, 
said  Mr  Ritchie.  "But  it  must  be 
remembered  that  on  his  monthly 
statement  he  has  available  settlement 
discounts  Which,  provided  his  purchase 
levels  are  adequate,  very  much  more 
than  covers  this  surcharge.  In  fact, 
all  that  notional  pricing  has  done  is 
to  reduce  somewhat  the  'extra'  that 
the  pharmacist  was  making  previously. 


NPA  and  PSNC  wrong 

Mr  Richie  claimed  that  the  recent 
arguments  put  forward  by  NBA  and 
PSNC  about  the  damage  being  done 
to  pharmacists  did  not  hold  water 
— and  he  also  attacked  the 
pharmaceutical  Press  for  highlighting 
wholesalers'  every  move  When  once 
upon  a  time  it  had  been  possible  to 
conduct  business  "in  decent  obscurity". 
The  Press  comments,  he  alleged, 
tended  to  be  "somewhat  critical  if  not 
downright  hostile". 

Putting  the  notional-pricing 
wholesalers'  case,  Mr  Ritchie  said  that 
the  relative  stability  which  followed 
the  collapse  of  resale  price 
maintenance  on  "ethicals"  in  1978  was 
too  good  to  last.  "For  reasons  best 
known  to  themselves,  the 
pharmaceutical  manufacturers,  slowly 
at  first  and  then  in  rapidly-rising 
numbers,  decided  to  reduce  the 
discounts  they  gave  to  their  wholesaler 
distributors." 

"Mr  Ritchie  went  on:  "It  is  none 
to  easy  to  discover  their  motives: 
since  any  profit  they  might  make  in 


the  short  run  Will  merely  be  clawed 
back  by  the  DHSS  under  the  VFRS, 
this  must  be  a  very  minor  cause." 
For  some  the  reasoning  was  that  if 
the  wholesaler  could  afford  to  give 
discounts,  he  did  not  need  as  much 
from  the  manufacturer.  "This  attitude 
indicates  ignorance  of  the  simple 
facts  of  a  trading  situation."  With 
fixed  overheads  and  satisfactory  cash 
flow  any  business  could  reduce 
margins  provided  that  commensurately 
higher  sales  volumes  were  thereby 
generated. 

In  the  face  of  reduced  margins 
wholesalers  could  have  discounted 
variably,  depending  on  the  margin 
received — but  in  some  cases  that  would 
have  meant  different  discounts  even 
within  a  manufacturer's  product  range. 
They  could  have  offered  a  lower 
overall  discount,  but  would  probably 
have  had  to  keep  altering  it  as  other 
suppliers  joined  the  low-margin 
brigade.  "What  we  couldn't  do  was 
to  go  back  to  an  RPM  position,  for  if 
we  had  done  so  all  the  factors  Which 
broke  RPM  in  the  first  place  would 
have  come  back  into  play  all  over 
again."  Mr  Ritchie  said  that  revised 
pricing  should  enable  Macarthys  to 
improve  on  last  year's  "somewhat 
depressed  picture"  (C&D  September 
13,  p417).  See  also  p530.  ■ 

Price  undertaking 

Another  toiletries  manufacturer, 
Lanvin  Pa  rf urns,,  has  given  a  written 
assurance  to  the  Office  of  Fair  Trading 
about  the  resale  of  its  products. 

In  the  assurance,  the  compay  has 
undertaken  not  to  establish  minimum 
prices  on  the  resale  of  their  goods  in 
the  UK,  not  to  publish  prices  in  such 
a  way  that  they  might  be  understood  to 
be  minimum  resale  prices,  and  not  to 
discriminate  against  any  dealer  who 
advertises  or  sells  the  products  at 
reduced  prices. 

Lanvin  is  the  third  manufacturer 
of  toilet  preparations  to  give  such  an 
assurance — Shulton  and  Revlon  gave 
similar  ones  last  month  (C&D, 
September  13,  p380).  ■ 


The  Labour  Party  renewed  its  call  for 
the  nationalisation  of  the 
pharmaceutical  industry  at  its 
conference  in  Blackpool  this  week. 

However,  Mrs  Renee  Short, 
speaking  on  behalf  of  the  executive 
committee,  pointed  out  the  difficulties 
which  would  result  from  the  large  and 
multi-national  structure  of  the  industry. 
She  suggested  that  a  planning 
agreement  might  provide  the  answer 
and  promised  that  a  discussion 
document  setting  out  the  options  would 
be  brought  forward  in  time  for  next 
year's  conference. 

The  same  motion — which  was 
carried  without  the  need  for  a  vote — 
also  called  for  legislation  to  abolish 
NHS  pay  beds,  all  private  medicine 
and  NHS  charges;  it  urged  a  future 
Labour  government  to  introduce  a  free 
occupational  health  service  and  a 
wide  health  education  programme.  ■ 


Change  arbitration 

system  says  OFT 


Changes  in  the  arbitration  system  to 
settle  disputes  between  consumers  and 
traders  have  been  suggested  by  the 
Office  of  Fair  Trading. 

The  OFT  say  that  as  existing  codes 
of  practice  cover  a  wide  variety  of 
goods  and  services  it  is  not  proposed 
to  standardise  all  aspects  of  redress 
available  under  the  codes.  But,  a  main 
recommendation  is  that  the  OFT,  in 
consultation  with  the  Chartered 
Institute  of  Arbitrators,  should 
prepare  a  standard  system  of 
arbitration  to  be  incorporated  in  all 
those  codes  currently  offering 
arbitration.  They  believe  this  scheme 
should  be  sufficiently  flexible  to  take 
account  of  specific  trade  differences  and 
fees.  Time  targets  and  procedures  would 
be  regularly  monitored  by  the  OFT. 

The  consultative  document — 
"Redress  procedures  under  Codes  of 
Practice" — suggests  a  maximum  of 
three  months  for  all  conciliation 
stages  prior  to  arbitration,  with  a 
further  three  months  for  the  process  of 
arbitration  itself.  It  is  expected  that 
these  would  be  treated  as  maxima. 

Other  suggested  revisions  include  a 
system  of  standard  fees  to  be  based  on 
county  court  charges  and  a 
recommendation  that  arbitrators  should 
give  reasons  for  their  decisions.  ■ 
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Elderly  unable 
to  use  CRCs 

Out  of  59  patients  supplied  with  drugs 
in  child-resistant  containers,  only  18 
were  able  to  use  the  containers. 
Moreover,  only  13  could  use  the 
containers  with  ease  and  even  they  may 
not  have  been  using  them  correctly. 

Those  figures  emerged  from  a  paper 
in  the  latest  Journal  of  the  Royal 
College  of  General  Practitioners.  A 
medical  student  attached  to  a 
Nottinghamshire  practice  visited  65 
patients  who  had  applied  for  repeat 
prescriptions  for  anti-rheumatic  drugs. 
The  patients  were  shown  a  Snap-safe 
container  and  asked  if  any  had  been 
supplied  to  them.  Fifty-nine  patients 
had  been  dispensed  drugs  in  the 
containers,  their  ages  ranging  from  42 
to  90  years  with  the  largest  number 
in  the  70-79  years  age  group.  The  13 
patients  able  to  use  the  containers 
easily  were  predominantly  the  younger 
patients  (those  aged  40-49  years). 

The  authors  of  the  report  say  they 
are  unable  to  conclude  the  exact 
reasons  for  the  containers  not  being 
used.  Only  two  patients  had  severely- 
restricted  hand  and  wrist  movements 
and  most  no  special  disability.  They 
think  that  the  patients  resented  the 
effort  required  to  open  the  containers 
and  that  patients  of  a  similar  age 
without  arthritis  would  find  the 
same  problem. 

Of  the  41  patients  unable  to  use  the 
containers,  six  enlisted  the  help  of 
another  person,  eight  left  the  lid  off, 
and  27  placed  the  drugs  in  another 
container — usually  an  empty 
conventional  container  inappropriately 
labelled.  The  authors  point  out  that 
such  practices  increase  the  likelihood  of 
medication  error  in  a  group  of  patients 
who,  because  of  their  age,  already  have 
difficulty  following  instructions.  They 
suggest  that  pharmacists  should  try 
to  identify  patients  who  cannot  use 
child-resistant  containers  and  supply  a 
satisfactory  alternative.  Doctors  could 
help  by  writing  instructions  on  the 
prescription,  they  say,  and  suggest  an 
abbreviation  such  as  "SG".  ■ 


Branches  into  PR 


A  joint  public  relations  venture  by  four 
branches  of  the  Pharmaceutical  Society 
was  being  held  on  Wednesday,  October 
1,  after  C&D  went  to  press. 

The  branches — Epsom,  Thames 
Valley,  West  Surrey  and  Croydon 
have  invited  all  local  papers  within 
their  areas  and  each  branch  has  also 
invited  about  ten  influential  members 
of  the  community.  The  guests  would  be 
shown  posters  and  an  audio-visual  film, 
which  portrayed  the  role  of  the 
pharmacist  in  the  community.  Attention 


was  to  be  drawn  to  the  proposed 
increase  in  prescription  fees  to  £1  and 
to  the  pharmacist's  knowledge  and 
expertise. 

After  the  film,  produced  by 
Winpharm,  the  guests  were  to  be  given 
a  buffet  supper  and  invited  to  question 
the  pharmacists  present.  The  aim  of 
the  evening  is  to  promote  a  better 
understanding  of  the  role  of  the  general 
practice  pharmacist  in  primary  care.  ■ 

Doctors  dispense 
more  scripts 

Dispensing  doctors  have  been  issuing 
more  prescriptions — at  a  time  when 
the  numbers  dispensed  by  chemist 
contractors  have  begun  to  reduce. 

The  annual  report  of  the 
Prescription  Pricing  Authority  for  the 
year  ended  March  31,  1980,  shows  the 
first  "turnabout"  in  recent  years  in  the 
number  of  scripts  submitted  by 
chemists.  The  year's  total  was 
303,408,427  prescriptions,  against 
307,944,565  in  1978-79,  and  they 
represented  the  first  fall  since  the  1971 
increase  in  charges  (when  the  numbers 
fell  from  251m  to  247m).  Total  cost  in 
1979-80  was  again  increased  however, 
up  to  £770,542,576  from  £681,707,712. 

In  contrast,  the  combined  number 
of  prescriptions  submitted  by 
dispensing  doctors  (both  Tariff  and 
capitation  fee  bases  for  payment)  went 
up  from  18,008,177  in  1978-79  to 
18,209,122  in  1979-80. 

The  average  cost  per  prescription 
dispensed  by  chemists  was  253. 96p 
(221. 37p  in  1978-79)  against  275. 89p 
(231.36p)  for  Drug  Tariff  doctors.  For 
capitation  fee  doctors  the  1979-80 
averages  were  214.40  or  385.96 
according  to  class. 

The  number  of  hospital 
prescriptions  on  FP10  (HP)  dispensed 
by  chemists  rose  to  2,357,128 
(2,308,194),  the  second  consecutive 
increase  following  three  years  of 
decline  from  a  peak  of  2,874,219  in 
1974-75.  The  PPA  is  responsible  only 
for  pricing  in  England.  ■ 


62  pc  of  GPs  back 
pharmacist's  role 

Sixty-two  per  cent  of  general 
practitioners  think  that  pharmacists 
have  a  greater  role  to  play  in  advising 
the  public  about  "trivial"  conditions, 
according  to  a  survey  carried  out  by 
Taylor  Nelson  Ltd,  in  which  500 
general  practitioners  throughout  the 
UK  were  personally  interviewed. 

The  GPs  were  given  a  series  of 
statements  and  asked  whether  they 
agreed  with  them.  Eighty  per  cent 
agreed  that  too  many  patients  consulted 
them  about  trvial  conditions  and  56  per 
cent  thought  that  action  should  be 
taken  to  reduce  the  number  of 
consultations.  However,  75  per  cent 
disagreed  with  the  statement  that  for 
most  illnesses  pharmacists  can  give 
just  as  good  advice  as  doctors. 

Attitudes  of  GPs  towards  OTC 
medicines  were  also  examined.  When 
presented  with  the  statement:  "I  don't 
really  think  that  medicines  people  can 
buy  themslves  are  any  good  at  all",  71 
per  cent  disagreed.  On  advertising  of 
OTCs  they  were  more  divided — only  31 
per  cent  agreed  that  OTC  products 
should  be  more  widely  advertised. 

The  survey  asked  how  much 
patients  should  know  about  their  drugs 
and  62  per  cent  of  the  GPs  felt  they 
should  tell  their  patients  what  they 
were  prescribing  for  them  and  outline 
the  reasons.  Although  77  per  cent 
thought  the  public  should  be  more 
informed  about  health  matters  and 
education,  almost  half  felt  the  amount 
of  information  the  lay  media  gives  to 
the  public  about  drugs  is  undesirable. 

As  well  as  doctors,  1,500  members 
of  the  general  public  were  interviewed. 
Many  of  them  were  concerned  about 
appointments  system  for  seeing  general 
practitioners  and  the  fact  that  they 
were  not  always  able  to  see  their 
doctor.  The  Health  Care  Monitor, 
Taylor  Nelson  (Medical  &  Social 
Surveys)  l  td,  457  Kingston  Road, 
Ewell,  Epsom,  Surrey.  ■ 
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PSNC  MEETING 


DHSS  should  use  its 
powers  to  back  RPM 


The  Pharmaceutical  Services 
Negotiating  Committee  has  asked  the 
Department  of  Health  to  use  its 
statutory  powers  to  stop  discounting 
and  to  compel  manufacturers  and 
wholesalers  to  charge  fixed  prices  to 
contractors  for  medicinal  products. 

Last  month's  PSNC  meeting  further 
agreed  to  tell  the  DHSS  that  if  notional 
pricing  by  wholesalers  does  not  cease 
by  October,  the  discount  inquiry 
implementation  date  (scheduled  for 
October  1)  should  be  delayed.  The 
Committee  wants  accurate  information 
quickly  on  the  percentage  above  basic 
prices  being  paid  by  contractors  in 
order  to  ensure  correct  reimbursement. 


New  contract 


The  Committee  considered  the  new 
contract  document  which  reflected  the 
views  of  Local  Pharmaceutical 
Committees.  The  main  proposals  are 
summarised  below — "A"  is  in  the 
absence  of  rational  location  of 
contracts  and  "B"  is  pursuant  to 
agreement  on  rational  location:  — 
A.  (without  rational  location) 
The  general  intention  is  to  individualise 
the  contract  payments  on  the  following 
basis:  — 

(i)  Basic  practice  allowance:  To  be 
paid  to  all  existing  pharmacies  and  new 
pharmacies  not  less  than  one  km  from 
the  next  nearest  pharmacy. 

(ii)  Additional  pharmacist  allowance: 
To  be  payable  to  contractors  where  the 
volume  of  NHS  dispensing  and 
ancillary  activities  necessitates 
additional  professional  supervision — say 
above  24,000  prescriptions  per  annum. 
This  would  represent  the  reimbursement 
of  costs  actually  incurred  up  to  agreed 
maxima  at  various  prescription  volume 
levels. 

(iii)  Pre-registration  graduate 
allowance:  Already  in  operation. 

(iv)  Professional  fee  and  on-cost:  To 
reimburse  those  costs  not  covered  by 
the  above  allowances:  also  the  net 
profit  margin. 

(v)  Separate  contracts  for  oxygen 
therapy  service  and  out-of-hours 
service,  including  rota. 

B.  (with  rational  location) 
(i)  Practice  allowance:  Supersedes 
basic  practice  allowance  and  paid  at  a 
higher  level. 


(ii)  Premises  allowance:  Based  on  the 
individual  reimbursement  of  the  NHS 
turnover  proportion  of  rent  and  rates 
actually  incurred. 

(iii)  Initial  practice  allowance, 
relocation  allowance,  redundancy 
payments:  Lump  sum  payments  to  be 
made  within  the  context  of  an  agreed 
scheme  for  the  rational  location  of 
pharmacies. 

(iv)  Compensation  payment  where 
"acquired  rights"  not  transferable  by 
pharmacist:  The  compensation 
payment  could  be  based  on  similar 
principles  to  that  paid  to 
subpostmasters  if  their  subpostmaster's 
salary  is  not  transferable  when  the 
business  is  sold  and  is  based  on  a 
"revenue  rent  lost  assessment." 

■  The  Committee  discussed  a  suitable 
formula  to  establish  the  proprietors' 
notional  salary  for  1980  and  agreed 
that  it  be  used  in  negotiations. 
Representations  for  an  increase  will  be 
made  immediately. 

■  The  Committee  considered  a  letter 
from  an  LPC  secretary  stating  that  he 
had  been  presented  with  a  Scottish 
prescription  calling  for  incontinence 
pads  which  he  had  to  refuse  to  dispense, 
much  to  the  distress  of  the  patient,  a 
disabled  Scottish  holidaymaker. 
Incontinence  pads  are  a  non-scheduled 
appliance  in  England  and  Wales  but 
are  in  the  Scottish  Drug  Tariff.  The 
Committee  agreed  to  make  further 
representations  to  the  DHSS  on  the 
supply  of  incontinence  pads  on  form 
FP10,  with  particular  regard  to  Scottish 
prescriptions  presented  to  English  and 
Welsh  contractors. 

■  The  Committee  considered  a  DHSS 
letter  requesting  approval  to  Arbrook 
Dispos-a-gloves  being  included  in  Part 
VT  of  the  Tariff  with  effect  from 
December  1,  1980.  The  request  followed 
representations  from  the  British 
Medical  Association  and  the  Spinal 
Injuries  Association.  The  Committee 
agreed. 

■  Ortho  Pharmaceutical  Ltd, 
manufacturers  of  type  4  intrauterine 
device  (Ortho  Gyne-T),  are  marketing 
a  new  presentation,  Ortho  Gyne-T, 
with  a  sterile  disposable  sound,  the 
Gyneprobe,  supplied  at  no  extra  cost. 
The  Committee  agreed  to  a  change  of 
Tariff  specification  for  type  4,  the 
additional  specification  (no  25)  to  be 
included  with  effect  from  November  1, 


1980.  The  Committee  agreed  that  both 
presentations  should  be  dispensed 
until  lanuary  31,  1981. 

■  The  Committee  agreed  to  a  DHSS 
request  for  a  meeting  to  discuss  bulk 
prescribing. 

■  As  an  outcome  of  a  meeting  between 
PSNC  and  PSG'B  representatives,  the 
Committee  is  to  ask  manufacturers  to 
include  on  the  labels  of  pharmaceutical 
products,  not  having  an  expiry  date,  a 
suitably  coded  date  of  manufacture. 

■  In  reply  to  the  Committee's  request 
that  payment  be  made  to  pharmacies 
which  install  a  "call  alarm"  system, 
the  DHSS  has  stated  that  individual 
payment  to  contractors  could  not  be 
considered  but  that  any  payment  could 
be  reflected  in  a  future  remuneration 
inquiry. 

■  The  Committee  has  expressed 
concern  over  problems  which  might 
occur  for  pharmacists  if  petrol  should 
become  in  short  supply.  In  reply,  the 
DHSS  has  assured  the  Committee  that 
it  will  make  it  clear  to  responsible 
authorities  that,  if  there  is  a  threat  to 
the  continuance  of  any  "essential  to 
life"  service  provided  by  pharmacists, 
their  needs  must  be  met,  as  far  as 
humanly  possible,  by  the  measures 
introduced  to  deal  with  the  situation. 

■  On  learning  that  Drugs  and 
Therapeutic  Bulletin  is  to  be  supplied 
free  to  all  NHS  prescribers,  the 
Committee  agreed  to  a  joint  NPA/ 
PSGB/PSNC  approach  to  the  DHSS 
for  a  similar  arrangement  for  all 
pharmacists. 

■  The  Committee  was  informed  that 

a  coloured  insulin  chart  is  available  at 
30p  per  copy.  It  agreed  to  ask  the 
DHSS  to  supply  free  copies  to 
contractors. 

■  The  Committee  was  informed  that, 
despite  numerous  requests,  the  DHSS 
was  insistent  that  tablets  of  glyceryl 
trinitrate  500  meg  were  priced  from  the 
1,000  tablet  pack  and  not  the  100. 
Further  representations  are  to  be 
made  that  the  100  pack  be  included  in 
Part  VA  of  the  Tariff  instead  of  the 
1,000  size. 

■  The  Committee  considered  a  DHSS 
letter  acceding  to  PSNC's  request  that 
supplies  of  form  Mil  (application  for 
low  income  groups  including  students 
to  be  exempt  from  prescription  charges) 
be  made  available  to  pharmacies, 
together  with  a  poster  drawing  patients' 
attention  to  their  availability.  It  was 
agreed  that  pharmacist  contractors' 
attention  be  also  drawn  to  the  other 
exemption  certificate  claim  form 
FP91.  Supplies  of  both  leaflets  are 
available  for  issue  by  pharmacist 
contractors  from  FPCs,  Social  Security 
offices  and  Post  Offices.  ■ 
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RoC.  Medical  principles 
applied  to  cosmetology. 

Twenty  years  of  research  have  led 
RoC  to  its  present  position  as  a  leader 
in  the  field  of  hypo-allergenic 
cosmetology.  The  elimination  of 
perfumes  (well  known  allergens)  as 
well  as  all  colourants  likely  to  be 
irritant,  compulsory  clinical  tests  and 
rigorous  manufacturing  controls  are 
all  factors  which  clearly  distinguish 
RoC  and  make  it  a  brand  whose  true 
place  is  in  the  Chemist. 

Women  who  use  RoC  are  aware 
of  the  sensitivity  of  their  skin.  They  need 
qualified  advice  and  who  if  not  the 
pharmacist  can  give  this  to  them? 

RoC  skin  care  preparations 

RoC  has  a  complete  range  of 
skin  care  products  formulated  for  all 
ages  and  all  skin  types. 

For  younger  women  a  simple 
RoC  day  cream  will  generally  suit  their  skins  perfectly. 

From  the  age  of  25,  a  moisturising  cream  is  indispensable,  whatever 
the  skin  type.  Naturally,  you,  the  pharmacist,  are  the  best  person  to  advise 
which  RoC  product  will  satisfy  the  needs  of  a  particular  skin. 

To  every  woman  over  the  age  of  30-35,  to  check  skin  ageing,  help 
prevent  the  appearance  of  wrinkles  and  stimulate  cell  renewal,  you  should 
recommend  RoC's  special  treatment  products,  again  formulated  for 
different  skin  types. 


HYPO-ALLERGENIC  SKIN  CARE  PREPARATIONS  GUARANTEED  WITHOUT  PERFUME 

EXCLUSIVE  TO  CHEMISTS 

MADE  IN  FRANCE 
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Get  in  on  the 

action! 


Stock  up  with  Bic  Razor  now. 

Get  ready  for  the  new  Bic  Razor  TV. 
campaign  starting  in  October  and  running 
right  through  until  next  spring. 

Bic  Razor  TV.  advertisements 
will  be  seen  by  millions  of  viewers 
every  week  for  the  next  26  weeks. 
Backed  up  by  prime  TV. 
perimeter  advertisement  sites  at 
top  football  and  rugby  matches 
together  with  some  of  the  best 
horse  racing  tracks  in  the  country. 

So  this  winter  millions  of 
viewers  will  be  seeing  BIC  Razor 
on  TV.  and  this  winter  millions 
of  viewers  will  be  buying 
BIC  Razors. 

Make  sure  you  get  your 
part  of  the  sales  action  - 
Stock  up  with  BIC  now! 


a 


RFC, I'-  I  r  RED  TRAOf  t 


V  RAZOR 
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TOPICAL  REFLECTIONS 

By  Xrayser 


Mr  David  Judson,  MPS  (centre)  of 
Walsall,  West  Midlands  is  presented 
with  his  Mini  by  Mr  Peter  Smith  (right) 
Johnson  &  Johnson's  national  accounts 
manager,  watched  by  Mr  David  Taylor, 
marketing  director,  Vestric.  The  Mini  was 
a  prize  in  a  competition  run  by  Vestric 
and  sponsored  by  Johnson  &  Johnson. 


News  in  brief  

■  Chemists  and  appliance  suppliers  in 
Scotland  dispensed  2,734,000 
prescriptions  in  June  at  a  gross  average 
cost  of  £3.28. 

■  Correction:  Tn  our  Conference 
report  on  contact  lens  products  last 
week  (p504),  the  sentence  concerning 
identification  of  "800,000  bugs  per  ml" 
in  a  large  bottle  of  Transoak,"  should 
have  gone  on  to  read :  "that  had 
become  contaminated  during  use  and 
90  organisms  per  ml  in  a  new  one". 

■  For  those  owners  of  small  businesses 
plagued  by  incomprehensible  forms  the 
National  Consumer  Council  has  free 
stickers  available  bearing  the  legend, 
"This  is  gobbledegook :  Please  use  plain 
English",  for  attaching  to  forms  before 
return.  The  stickers  are  available  from 
the  NCC  at  18  Queen  Anne's  Gate, 
London  SWl'H  9AA — two  first  class 
stamps  must  be  enclosed.  ■ 

■  Sales  of  complete  safety  razors  in  the 
second  quarter  of  1980  were  worth 
£1.2m  compared  to  £909,000  in  the 
same  period  for  1979,  despite  a  fall  in 
units  sold  to  2.9m  from  3.8m.  The 
quarterly  statistics  in  Business  Monitor 
also  show  a  drop  in  the  sales  volume 
of  blades  sold  separately — down  to 

£6. 6m  (£7. 6m).  The  export  value  of 
safety  razors  was  up  to  £1.8m  (£1.4m) 
and  blades  were  similar  at  £6.5m. 
Imports  of  safety  razors  fell  in  value 
to  £989,000  (£1.3m)  and  blades  were 
also  down  at  £2.1m  (£2.2m). 

■  The  handbook  of  the  Department  of 
Trade  companies  inspection  system  has 
been  published  (HMSO,  £3.00).  Tt 
contains  information  on  the  history  of 
company  inspections  and  their  purpose, 
together  with  an  explanation  of  the 
Department's  powers  to  appoint 
inspectors  and  the  method  by  which 

a  decision  to  appoint  is  reached.  Tt 
concludes  with  an  outline  of  the  way 
in  which  investigations  are  carried  out. 


Good  figures 


When  we  were  young,  it  was  widely 
accepted  by  the  boys  that  there  was 
nothing  like  a  good  figure.  To  this  day 
I  am  still  inclined  to  go  along  with  that, 
although  with  a  business  now,  my 
attention  is  taken  more  by  figures 
clerical  than  spherical.  With  quite 
simple  analysis  of  day-to-day  sales, 
NHS  turnover  and  purchases,  we  can 
produce  figures  of  considerably  more 
importance  than  those,  however 
delectable,  which  grace  our  premises 
in  human  form. 

I  was  therefore  fascinated  to 
compare  the  published  details  of  the 
latest  Nielsen  report  with  my  own, 
and  am  tempted  to  try  my  hand  at 
interpretation,  (t  is  not  too  surprising 
to  find  NHS  receipts  accounting  for  a 
slightly  lower  proportion  of  our 
turnover  than  a  year  ago,  since  the 
increase  in  prescription  tax  has  had  a 
marked  effect  on  the  numbers  of  paid 
forms  presented  at  my  shop.  With  the 
charge  going  up  to  £1  there  is  bound 
to  be  a  further  drop — and  we  will  be 
compelled  by  reluctant  payers  to  sell 
the  often-cheaper  retail  packs  of 
products.  There  should  be  an  increase  in 
OTC  sales  in  consequence,  but  can  we 
hope  that  it  will  be  enough  to  offset  the 
loss  of  scripts? 

Tn  any  case,  despite  the  relief  of 
having  a  fairer  settlement  for  our 
professional  work,  the  vulnerability  of 
having  only  one  capricious  employer 
in  this  field  should  make  us  all  try  to 
boost  our  retail  trade  towards 
something  like  a  50:  50  ratio,  (a  state  T 
regretfully  achieved  effortlessly, 
overnight  due  to  the  stimulating  efforts 
of  a  leapfrogger). 

But  to  get  back  to  Nielsen.  T  was 
not  amused  to  see  that  the  cash 
turnover  increase  for  independent 
pharmacies  was  only  20  per  cent, 
which  although  it  appears  to  match  the 
published  Government  figure  for 
inflation,  shows  we  have  declining 
turnover  in  real  terms.  This  is  because, 
as  has  happened  before,  inflation  in 
pharmacy  is  running  at  a  significantly 
different  rate  from  that  notional 
figure.  My  estimate  is  nearer  26-27 
per  cent,  based  on  gut  feeling  and  the 
random  choice  of  items  from  an  old 
C&D  Price  List  for  comparison. 

I  have  had  a  reasonable  summer 
and  have  been  fortunate  with  a  29  per 
cent  rise,  which  T  estimate  as  a  real  1-2 
per  cent  increase — about  enough  to 
balance  the  loss  of  script  income.  It 


looks  as  though  I  ought  to  be  grateful 
and  while  1  don't  think  standing  still  is 
good  for  the  figure,  it's  better  than 
finding  my  business  has  lost  weight. 


Wriggling 


Imagine  some  poor  unfortunate  insect, 
alive,  pinned  to  a  card  and  trying 
desperately  to  get  enough  leverage  to 
free  itself  from  its  inextricable  situation. 
Not  a  pleasant  prospect,  but  the  sort 
of  predicament  not  unknown  to  many 
businesses  over  the  past  few  years — and 
if  the  report  of  a  weekend  statement  by 
Mr  John  Knott,  Trade  Secretary,  is 
anything  to  go  on,  experienced  by 
governments  as  well. 

While  the  admission  that  the 
present  government  has  not  got  public 
sector  spending  under  control  is  an 
admission,  by  implication,  that  they 
have  not  controlled  inflation  either, 
the  proposed  "solution"  of  increasing 
taxation  by  a  preferred  method  of 
increasing  VAT  to  pay  for  that 
increasing  cost  leaves  me  incredulous. 

Although  once  or  twice  f  have  been 
accused  of  being  simplistic  in  my 
treatment  of  some  problems  (a  fact  T 
do  not  deny  since  it's  not  possible  to  be 
other  than  general  in  an  800  word 
weekly  article),  I  do  not  believe  the 
problems  of  this  country  can  be  solved 
by  the  doctrinaire  simplistic  belief  that 
to  limit  the  money  supply  you  charge 
20  per  cent  interest,  or  that  if  you  fail 
to  control  increasing  public  spending 
(the  result  of  inflation)  you  finance  it  by 
increasing  indirect  tax!  The 
proposition  is  absurd. 

The  way  to  control  money  is  by 
direct  discriminatory  controls,  with 
high  interest  for  non-essential  users  (or 
no  finance  at  all)  and  free  loans  to  the 
essential  manufacturers  to  set  up  new 
plants  with  the  latest  equipment  so  as 
to  be  competitive  over  the  next  critical 
decades,  which  in  my  opinion  is  the 
proper  use  for  the  limited-life  North 
Sea  oil  revenues.  Incentives  should  be 
aimed  at  protecting  the  livelihood  of 
the  country — not  the  lifestyle  which  at 
present  is  plainly  beyond  our  means. 

But  to  cripple  the  manufacturing 
base  of  this  land  in  the  name  of  a  19th 
century  "iron  policy"  is  a  madness 
which  will  deliver  us  completely  into 
the  hands  of  our  competitors  unless 
modified  quickly.  T  couldn't  care  less 
about  "U"  turns  .  .  .  it's  the  screw  turns 
on  our  economy  that  worry  me.  A 
further  VAT  increase  could  only  be 
inflationary  and  must  be  resisted. 
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PRESCRIPTION  SPECIALITIES 


Ampicillin  ester 
taken  with  food 

Another  ester  of  ampicillin — 
pivampicillin — is  being  introduced  by 
Edwin  Burgess  Ltd,  under  the  trade 
name  of  Pondocillin. 

Pivampicillin  is  the  pivaloyl 
oxymethyl  ester  and  is  hydrolysed 
to  ampicillin  in  the  body.  After  oral 
administration,  plasma  levels  of 
ampicillin  are  two-three  times  higher 
than  those  obtained  with  equimolar 
doses  of  oral  ampicillin,  with  peak  levels 
generally  occurring  after  one  hour. 
Urinary  concentrations  are  similarly 
raised  and  usually  twice  the  amount  of 
antibiotic  can  be  recovered  after 
pivampicillin  treatment  when  compared 
with  equimolar  doses  of  ampicillin. 

Absorption  of  Pondocillin  is  not 
affected  by  the  presence  of  food.  Like 
ampicillin  it  is  destroyed  by 
penicillinase-producing  bacteria. 


Pondocillin  tablets 
and  suspension 

Manufacturer  Edwin  Burgess  Ltd, 
LongWick  Road,  Princes  Risborough, 
Aylesbury,  Bucks  HP17  9RR 
Description  White,  ovoid,  film-coated 
tablets  with  "128"  printed  on  one  side 
and  an  Assyrian  lion  on  the  other,  each 
containing  pivampicillin  500mg. 
Bottles  containing  powder  for  the 
preparation  of  lOOmls  suspension  which 
has  162mg  pivampicillin  in  5mls 
Indications  Broad  spectrum  antibiotic 
With  similar  activity  to  ampicillin 
Dosage  Usual  adult  dosage  is  500mg 
twice  daily.  Dosage  may  be  doubled  in 
cases  of  severe  infection.  For  treating 
gonorrhoea  1.5-2g  can  be  administered 
as  a  single  dose.  Probenecid  lg  can  be 
given  concurrently  as  desired.  Daily 
dosages  of  suspension  are:  infants  under 
1  year,  40-60mg/kg;  children  1-5  years, 
10-15ml;  6-10  years,  15-20ml;  adults 
and  children  over  10  years,  30ml.  The 
daily  dosage  may  be  given  as  two  or 
three  equal  divided  doses  and  doubled 
where  appropriate.  Should  be  taken 
with  food  or  fluids 
Contraindications  History  of 
hypersensitivity  to  any  of  the  penicillins 
or  cephalosporins.  Infectious 
mononucleosis,  because  of  the  high 
frequency  of  exanthemata  associated 
with  ampicillin  therapy  in  this  disease. 
Pondocillin  suspension  is  not 
recommended  for  treating  severe 


infections  in  infancy 
Precautions  Care  should  be  exercised 
when  treating  patients  sensitive  to  a 
variety  of  allergens.  Caution  is  urged  if 
lymphatic  leukaemia  is  treated  because 
of  the  frequency  of  exanthemata. 
Concurrent  antacid  therapy  reduces 
absorption  and  may  cause  underdosing. 
Routine  liver  and  kidney  function  tests 
are  advised  during  long-term  therapy. 
Use  during  the  first  trimester  of 
pregnancy  should  be  avoided. 
Side  effects  Anaphylactic  reactions  may 
occur.  A  non-specific  erythema  which 
usually  disappears  during  treatment 
and  urticaria,  which  may  cause  drug 
withdrawal,  have  been  noted.  Upper 
gastro-intestinal  disturbances  such  as 
nausea,  vomiting,  retrosternal  pain  and 
flatulence  have  occurred  more 
frequently  when  a  dose  is  given  on  an 
empty  stomach.  Diarrhoea  has  been 
reported  but  less  frequently  than  with 
ampicillin.  Dizziness  and  pruritus  are 
reported  rarely 

Pharmaceutical  precautions  After 
reconstitution  the  suspension  should 
be  stored  in  a  cool  place.  It  is  stable 
for  14  days  at  room  temperature  or 
four  weeks  when  kept  in  a  refrigerator 
Packs  20  tablets  (£4.85  trade);  100 
tablets  (£20.53  trade).  100m!  suspension 
(£2.70  trade) 

Supply  restrictions  Prescription  only 
Issued  October  6,  1980 


Artracin  capsules 

Manufacturer  DDSA  Pharmaceuticals, 
310  Old  Brompton  Road,  London 
SW5  9JQ 

Description  Pale  yellow  opaque 
capsules  marked  "Artracin/25  DDSA" 
containing  indomethacin  25mg,  and 
capsules  marked  "Artracin/ 50  DDSA" 
containing  indomethacin  50mg 
Indications  Treatment  of  rheumatoid 
arthritis,  osteoarthrosis,  ankylosing 
spondylitis,  gout,  degenerative  joint 
disease  of  the  hip,  acute  periarticular 
disorders,  low  back  pain  and 
inflammation,  pain  and  oedema 
following  orthopaedic  procedures 
Dosage  50-200mg  daily,  always  to  be 
taken  with  food  or  milk 
Contraindications  Active  peptic 
ulceration 

Precautions  Care  should  be  taken 
during  pregnancy  or  lactation  and  in 
patients  with  history  of  recurrent 
gastro-intestinal  lesions.  May 
precipitate  bronchospasm  in  patients 
suffering  from,  or  with  a  previous 
history  of,  bronchial  astma  or  allergic 
disease 

Side  effects  Gastro-intestinal 
intolerance,  headache,  and  blood 


dyscrasias  particularly 
thrombocytopenia 

Packs  25mg  capsules  in  100's  (£3.20) 
and  500's  (£15.15).  50mg  capsules  in 
100's  (£5.80— all  prices  trade) 
Supply  restrictions  Prescription  only 
Issued  October  1980  " 


Fectrim  tablets 


Manufacturer  DDSA  Pharmaceuticals, 
310  Old  Brompton  Road,  London 
SW5  9JQ 

Description  Capsule  shaped  forte  tablets 
each  containing  trimethoprim  160mg 
and  sulphameth'oxazole  800mg.  Round 
bi-planar  standard  tablets  each 
containing  trimethoprim  80mg  and 
sulphamcthoxazole  400mg.  Round 
bi-planar  paediatric  tablets  each 
containing  trimethoprim  20mg  and 
sulphamethoxazole  lOOmg.  All  tablets 
are  engraved  with  "Fectrim"  and 
"DDSA".  Forte  and  standard  tablets 
are  dispersible 

Indications  As  for  other  co-trimoxazole 
preparations 

Dosage  Adults— one  forte  tablet  twice 
daily.  Children  6-12  years— one 
standard  tablet  twice  daily.  2-5  years 
— two  paediatric  tablets  twice  daily. 
In  severe  infections  the  maximum 
dosage  for  adults  and  children  over  12 
is  three  standard  tablets  twice  daily. 
For  acute  infections  Fectrim  should  be 
administered  for  at  least  five  days  or 
until  the  patient  is  symptom-free  for 
two  days.  In  urinary  tract  infections, 
treatment  should  continue  for  at  least 
10-14  days.  In  long  term  treatment, 
the  minimum  dosage  for  adults  and 
children  over  12  is  one  standard  tablet 
twice  daily 

Contraindications,  precautions  etc  As 

for  other  co-trimoxazole  preparations 
Packs  Forte  tablets  in  10's  (£0.98); 
standard  in  100's  (£7)  and  500's 
(£34.50);  paediatric  in  100's  (£1.95 
— all  prices  trade) 

Supply  restrictions  Prescription  only 
Issued  October  1980  ■ 


Ortho  packs 


Only  the  Monistat  range  from  Ortho 
Pharmaceutical  will  carry  a  blue 
diagonal  stripe  on  the  pack  and  not  as 
stated  in  C&D  September  20,  p463. 
Other  product  packs  will  have  diagonal 
stripes  on  white  ground  but  each 
product  will  carry  its  own  colour. 

From  October  6,  the  21 -tablet  pack 
for  Ovysmen  0.5/35  tablets  will 
incorporate  a  pink  diagonal  stripe.  An 
additional  pack  containing  three  21- 
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COUNTERPOINTS 


Baby  antics  get  'thumbs 
up'  from  viewers 


The  TABS  top  ten  television  campaigns 
for  the  period  July  23-August  19 
compiled  especially  for  C&D  is  as 
follows:  — 

Cosifits  nappies  70 
Farleys  rusks  66 
Andrex  62 
Dettol  58 
Radox  herbal  bath  56 
Libby's  Orange  C  drink  56 
Milton  products  53 
Kleenex  Boutique  52 
Deep  Fresh  foam  bath  51 
Andrews  Liver  Salts  50 
Wet  Ones  50 
Savlon  antiseptic  50 

A  score  of  50  is  regarded  as  high, 
81  the  highest  ever  recorded  and  30  the 
lowest. 

Cosifits  achieved  the  highest  score 
of  all  advertised  brands  and  comments 
were  on  the  same  lines — "'Those 
(Cosifits)  babies  could  charm  anyone 
into  buying",  "Cosifits.  Very  clever 
putting  movements  of  babies  to  music", 
"Babies  are  a  good  draw,  so  natural. 


And  it's  good  camera  work  to  catch 
them  at  the  precise  moment".  Another 
comment  was  "I  particularly  liked  the 
advert  for  'Snugglers'.  The  way  it 
shows  the  cute  little  'babies,  waddling 
about  in  a  'dance'  to  the  music,  is  very 
amusing." 

Among  the  commercials  given  the 
"thumbs  down"  sign  this  month  were 
the  Fiesta  kitchen  rolls  and  Crest 
toothpaste. 

Comments  for  the  former  included, 
"Always  ridicules  the  hen-pecked 
husband  and  the  latest  one  is  even 
more  diabolical"  and  "Fiesta  kitchen 
towel  advert  is  the  worst  advert  even 
shown  on  television.  It  teaches  very 
young  children  to  behave  badly  and 
should  be  taken  off  the  screen." 

And  Crest  came  in  for  a  worse 
attack  from  a  member  of  the  viewing 
panel,  "If  I'd  been  the  boy,  I'd  have 
bashed  that  rotten  actor  Dad  in  his 
non-Crest-cared-for-teeth".  Television 
Advertising  Bureau  (TABS)  Ltd,  18 
Maddox  Street,  London  W1R  9LE.  ■ 


Afrazine  promoted 
after  GP  trials 

Kirby-Warrick  are  now  fully  launching 
Afrazine  nasal  spray  and  drops, 
following  their  successful  assessment  by 
selected  general  practitioners. 

Afrazine  is  available  in  two  strengths 
— 0.05  per  cent  spray  and  drops  and 
0.025  per  cent  paediatric  drops.  Both 
strengths  are  recommended  for  twice 
daily  dosage. 


Promotion  to  doctors  will  include 
direct  mailings  and  advertisements  in 
medical  journals.  A  brochure  providing 
advice  on  nasal  congestion  will  be 
available  to  pharmacies  as  well  as 
patient  advice  leaflets  on  colds,  nasal 
congestion  and  influenza.  Kirby-Warrick 
Pharmaceuticals  Ltd,  Mildenhall,  Bury 
St  Edmunds,  Suffolk.  ■ 


PRESCRIPTION 
SPECIALITIES 


tablet  strips  (£1 .47  trade)  is  being 
introduced.  This  has  the  same  design  as 
the  single-strip  pack  and  can  be 
distinguished  by  the  figure  "3"  in  the 
bottom  right-hand  corners.  Ortho 
Pharmaceutical  Ltd,  PO  Box  79, 
Saunderton,  High  Wycombe,  Bucks 
HP  14  4HJ.  ■ 

Slow-release,  high 
dose  Trental 

Hoechst  are  introducing  a  400mg 
strength,  slow-release  preparation  of 
oxpentifylline.  Trental  400  are  oblong, 
pink,  sugar-coated  tablets  in  packs  of 
100  (£14.95).  A  250-tablet  pack  is 
available  for  hospital  use  only. 

Because  Trental  400  are  slow-release 
tablets  the  recommended  initial  dosage 
is  one  tablet  three  times  a  day, 
although  twice  daily  treatment  may  be 
sufficient  for  some  patients,  particularly 
for  maintenance  therapy.  The  lOOrng 
tablets  will  still  be  available  but 


Hoechst  expect  the  400mg  strength  to 
be  more  widely  used  because  of  the 
larger  dosage  that  can  be  given. 
Hoechst  Pharmaceuticals  Ltd,  Salisbury 
Road,  Hounslow,  Middlesex  TW4 
6JH.  ■ 


Higher  strength 
Neoplatin  vial 

Mead  lohnson  have  introduced  a  50mg 
vial  of  Neoplatin  (£48.37  trade).  The 
formulation  is  identical,  in  proportion, 
with  that  of  the  existing  lOmg  vial. 
However  the  50mg  vial  should  be 
reconstituted  with  50ml  of  sterile  water 
for  injections.  Mead  Johnson  division, 
Bristol  Laboratories  Ltd,  Stamford 
House,  Station  Road,  Langley,  Bucks.  H 


Natrilix  pack 


A  pack  of  60  Natrilix  tablets  (£9.88 
trade)  containing  three  20-tablet  blister 
strips  is  being  introduced.  Servier 
Laboratories  Ltd,  Servier  House, 
Horsenden  Lane  South,  Greenford, 
Middlesex  UB6  7PW.  ■ 


Leo  injections 


Leo  Laboratories  are  introducing  a  2ml 
ampoule  of  Burinex  injection  0.5mg/ml, 
in  packs  of  five  (£1.93  trade)  and  a 
200mg  vial  of  Selexidin  injection  in 
packs  of  ten  (£5.10  trade).  Leo 
Laboratories  Ltd,  Longwick  Road, 
Princes  Risborough,  Aylesbury,  Bucks 
HP  17  9RR.  ■ 


Kolantyl  gel 


The  125ml  size  of  Kolantyl  gel  is  to  be 
discontinued.  Stocks  cannot  be  accepted 
back  for  credit,  and  should  therefore 
be  exhausted.  Merrell  Division, 
Richardson -Merrell  Ltd, 
20  Queensmere,  Slough,  Berks.  ■ 


Provera  markings 


Future  batches  of  Provera  100  mg 
tablets  will  be  marked  with  "U"  on 
one  side  and  "467"  on  the  other. 
Upjohn  Ltd,  Fleming  Way,  Crawley, 
West  Sussex  RH10  2NJ.  H 
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COUNTERPOINTS 


Roche  claim  a  'teenage 
spot'  breakthrough 


A  "scientific  'breakthrough"  in  the 
treatment  of  teenage  "spots"  is  being 
claimed  by  Roche  Cosmetics  with  the 
launch  of  a  new  chemist-only  range, 
Moncler  Derma. 

The  range,  comprising  gel  (30g 
£1.75),  cleansing  lotion  '(125g  £1.75)  and 
cover  stick  in  two  shades,  light  and 
dark  (2.5g  £1.25),  is  expected  by  the 
makers  to  achieve  a  substantial  brand 
share.  They  add  that  the  treatment 
forms  a  total  skin  care  routine  offering 
important  advantages  over  conventional 
products. 

The  active  ingredient  in  the  gel, 
developed  and  patented  by  Roche, 
under  the  name  Vibenoid*,  is  said  to 
"normalise"  the  skin  processes,  clearing 
up  existing  spots  and  preventing  new 
ones  from  forming. 

Roche  claims:  "It  is  able  to  do  this 
because,  unlike  conventional  products, 
its  action  penetrates  deep  below  the 
surface  of  the  skin  to  the  basal  layer, 
the  site  of  the  problem.  It  reduces  the 
thickness  of  the  cell  layer  lining  the  oil- 
producing  gland  and  its  duct,  bringing 
the  cell  activity  back  to  normal  and 
dislodging  the  infected  material. 

"At  the  same  time  the  gel  destroys 
bacteria  which  have  built  up  along  the 
canal  linking  the  gland  with  the  skin 
surface.  Because  Moncler  Derma  gel 
'normalises'  the  skin-flaking  process, 
the  product  improves  the  general 
condition  of  the  skin  and  helps  to 
prevent  spots  recurring." 


European  success 


Moncler  Derma  was  launched 
successfully  in  Spain,  Switzerland  and 
Holland  in  1978  and  in  Belgium  in 
1979;  in  Spain  by  March  of  this  year 
the  brand's  share,  in  value  terms,  had 
reached  27  per  cent.  In  Switzerland, 
where  the  product  was  developed,  the 
brand  is  number  two  and  holds  around 
15  per  cent  of  a  market  which  has 
reached  85  per  cent  saturation. 

Roche  cosmetics  manager,  Lynn 
Smith  states,  "The  UK  potential  is 
significant,  with  only  45  per  cent  of 
sufferers  ever  using  a  treatment  product. 
This  market  has  been  growing  faster 
than  the  rate  of  inflation,  the  1980 
growth  figure  being  around  37  per 
cent".  The  market  is  currently  valued 
by  Roche  at  £13m. 

Recognising  the  need  to  put  across 


the  product's  function  and  benefits, 
Roche  will  use  a  variety  of  channels  to 
communicate  with  the  target  user, 
primarily  the  16-19  year  age  group. 
Advertising  and  promotional 
expenditure  of  £800,000  is  budgeted 
to  cover  the  launch  and  a  continuing 
campaign  to  the  end  of  1981. 

Press  advertising  begins  this  month 
in  major  teenage  publications,  plus 
Cosmopolitan  and  Over  21.  Television 
will  begin  early  in  1981  and  there  are 
plans  to  incorporate  radio  later  in  the 
year. 

The  role  of  the  chemist  assistant  in 
advising  spot  sufferers  is  recognised  by 
an  education  programme,  including  a 
booklet  on  teenage  problem  skin. 

For  point-of-sale  a  pre-packed  unit 
containing  12  lotions,  12  gels,  six 
sticks,  two  tester  sticks  and  one  gel 
tester,  is  available  backed  by  a 
headcard  incorporating  consumer 
leaflets.  The  gel  tester  is  regarded  as 
necessary  to  assure  potential  users  that 
the  product  is  colourless. 

To  encourage  repeat  purchase,  the 
instruction  leaflet  with  launch  stock 
incorporates  a  voucher  redeemable  for 
25p  against  the  next  purchase  of  the 
gel.  Roche  Products  Ltd,  Broadwater 
Road,  Welwyn  Garden  City,  Herts.  ■ 
*  Declared  ingredients  are:  All-trans- 
N-ethyl-9-(4-methoxy-2,  3,  6- 
trimethylphenyl)-3,  7-dimethyl-2,  4,  6,  8 
nonatetra,  enamide  (Vibenoid)  and 
d-panthepiol. 


Christmas  package 
from  Braun 


As  part  of  their  Christmas  advertising 
and  promotional  package  Braun  are  to 
spend  over  £1  million  on  their  shaver 
ranges.  A  national  television  campaign 
is  planned  featuring  their  two 
commercials  for  the  male  shavers  and 
for  the  Lady  Braun  Elegance.  The 
campaign,  the  largest  carried  out  by 
Braun  for  their  shaver  line,  will 
commence  in  mid-October  for  male 
shavers,  and  mid  November  for  the 
Lady  Braun  Elegance,  backed  by  POS 
material.  Also  available  will  be  the 
three  new  models,  the  synchron  2  way, 
synchron  s  and  synchron  de  luxe 
(£16.95-£28.95),  all  coming  in 
presentation  cases. 

The  Braun  synchron  plus  will  also 
be  featured  in  a  £600,000  Cadbury's 
Cashback  advertising  and  promotional 
campaign  where  the  consumer  can 
receive  £3  off  directly  redeemable 
from  Braun  during  the  Christmas 
period. 

Television,  cinema  and  Press 
advertising  will  feature  heavily  in  the 
Braun  personal  care  campaign  this 
Christmas  with  a  total  spend  in  excess 
of  £550,000.  A  national  30  second 
television  campaign  will  start  at  the  end 
of  November  and  there  will  be  a  45 
second  cinema  campaign  in  the  London 
area. 

At  POS,  Christmas  gift  wrapping 
will  be  available  for  the  SDE  850  style, 
and  other  back  up  material  includes 
a  mixed  merchandiser  for  pistol  grips. 
Leaflets,  show  cards  and  pack  crowners 
will  also  be  available. 

Finally  in  the  dental  field  Braun  is 
backing  the  Braun  dental  and  the 
Braun  travel  toothbrush  with  a  £50,000 
Press  campaign  in  the  national  and 
women's  consumer  Press.  Braun  Electric 
(UK)  Ltd,  Dolphin  Estate,  Windmill 
Road,  Sunbury-on-Thames,  Middx.  ■ 


Noxzema  marketing 

Noxzema  medicated  skin  cream  is 
being  re-introduced.  Ever  Ready  Razor 
Blade  Company  are  the  distributors 
and  the  product  will  be  available  in  a 
4oz  jar  (£1.25).  Noxzema  was 
previously  marketed  by  Optrex  in  24-oz 
jars.  Advertising  in  the  women's  Press 
begins  in  November.  Ever  Ready  Razor 
Blade  Co  Ltd,  Quadrant  Works,  Manor 
Park  Cresecent,  Edgware,  Middlesex 
HA8  7LY.  ■ 


536 


Chemist  &  Druggist    4  October  1980 


Six  new  models  to  get 
your  hands  on. 


KODAK  EKTRA'  200 
CAMERA. 


KODAK  EKTRA' 250 
CAMERA. 


;  iT  j  iiiiiiiiilP 


KODAK  TELE-EKTRA'  350 
CAMERA. 


KODAK  EKTRALITE'  400 
CAMERA. 


KODAK 'EKTRALITE'  450 
CAMERA. 


KODAK  'TELE-EKTRALITE'  600 
CAMERA. 


A  comprehensive  new  range  of  Kodak 
'Ektra'  cameras  building  on  the  success  of 
the  previous  range.  All  with  the  now 
famous  cover  handle,  genuine  dual- speed 
film  sensing  and  fast  shutter  speeds.  Plus 
even  more  advanced  features,  improved 
styling  and  superb  packaging  * 

Three  of  the  new  models  include 
compact  built-in  flash  units.  The  top 

Kodak.  Ektra.  Tele-F.ktra,  Ektralire.  Tele-Ektralite.  Sensahte.  Reomar  and  Kodar  are  trade  marks 


model,  the  Tele-  Ektralite'  600  camera 
features  a  "tele"  lens  and  the  unique 
'Sensalite'  flash,  which  switches  itself  on  and 
off  automatically  when  needed. 

And  at  their  super-value  prices  backed 
by  massive  national  advertising,  they're 
sure  to  sell  well  this  Christmas. 


KEEP  CHRISTMAS  WITH  KODAK. 


nly  available  as  outfits. 
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We're  blocking 
the  nation's 
air  waves  to 
clear  the 

nation's  noses. 


VlCKS 

Sine; 

decong£sta 

nasal 
spray 


From  September  to  the  end  of  February,  Vicks  Sinex  Spray 
and  Drops  are  blocking  the  nation's  airwaves  with  a  brand  new 

  television  commercial  which  will  reach  more 

people  with  stuffy  noses  than  ever  before. 

Sinex  -  undisputed  brand  leader  in  the 
"  nasal  decongestant  market  -  is  just  one 
member  of  the  Vicks  family  on  television 
this  winter.  There  are  heavy  winter  TV 
campaigns  too  for  Vicks  Medinite,  Vaporub 
and  Inhalers,  so  hardly 
a  day  will  go  by 
without  people  seeing 
a  Vicks  commercial. 
With  all  this 

Sv  ■v»r%-'       advertising  activity, 
Il^pi     and  a  Sinex  campaign 
that  begins  earlier 
than  previous  years, 
you  should  expect  a 
much  stronger  and 
earlier  run  on  your 
stocks. 


TRUST  VICKS -ATRE ATMENT  FOREVERYCOLD. 


Clears  siu«Y 
Reduces  nasas 


VicKS 

ineX 

°*congestaNt 
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Scholl  put  best  foot 
forward  for  1981 


Scholl  plan  to  increase  their  advertising 
budget  to  "record  levels"  next  year 
and  details  of  the  campaign  will  be 
announced  in  the  near  future. 

The  1980  television  and  Press 
campaign  was  designed  to  increase  the 
footwear  market  through  chemists,  and 
Scholl  say  independent  research  has 
shown  that  many  women  prefer 
chemists  to  shoe  shops,  finding  the 
atmosphere  and  facilities  at  their  local 
pharmacy  more  conducive  to  their 
buying  style. 

The  range  for  1981  is  divided  in 
two  categories — an  exercise  sandal 
group  and  a  comfort  sandal  range. 
The  company  say  that  for  middle  to 
late  teenagers,  the  classic  wooden 
exercise  sandal  is  often  the  first 
experience  of  their  footwear  and, 
according  to  research,  25  per  cent  of 
purchases  this  year  were  by  new  users 
— "The  style's  appeal  lies  in  that  it 
does  not  date  in  fashion  terms,  an 
important  consideration  for  the  young". 
The  basic  sandal  with  uppers  in  ivory, 
French  navy  or  honey  leather  will  be 
continued  in  1981. 

Purchased  mainly  by  the  25  to 
45  year  age  group,  the  low-heeled 
leatherlook  exercise  sandals  in  beige 
and  French  navy  are  also  retained  for 
1981,  but  the  use  of  new  materials 
and  slight  design  modifications  give 
the  sandals  a  "softer  feel  and  quality 
appearance,"  say  Scholl. 

The  high-heeled  leatherlook  sandal 
is  now  available  in  a  new  shade,  olive, 
as  well  as  in  stone,  brick,  dark  blue, 
and  light  grey  and  there  are  two  new 
indoor  sandals  (£9.49).  In  Azure  and 
Sahara  with  fully  adjustable  uppers, 
these  sandals  incorporate  a  new  soft 
footbed  and  are  covered  in  a  softer 
towelling  material  to  "make  them  more 
comfortable  and  luxurious  in  looks 
and  feel". 

The  exercise  sandal  group  is 
completed  by  the  children's  sandal  with 
uppers  in  blue  and  cherry,  and  the 
men's  wooden  wedge  and  black 
leatherlook  sandals.  The  wedge  sandal 
is  lighter  than  the  previous  model, 
because  of  a  thinned-down  base,  and 
the  strap  is  in  a  lighter  colour. 

Scholl  told  C&D  that  the  shoe 
industry  as  a  whole  has  seen  price 
rises  in  the  region  of  20  per  cent 
and  their  own  re-introduced  lines  will 
carry  increases  varying  from  12y  per 
cent  on  the  basic  exercise  sandal,  to 


18-20  per  cent  on  leather  look  lines  and 
J  8.5  per  cent  on  the  comfort  range. 

Although  Scholl,  say  sales  increased 
by  63  per  cent  in  the  higher-heeled 
comfort  range  in  1980,  they  believe 
there  is  still  more  potential  in  this 
category.  This  year's  style,  scallop 
cream,  will  be  reintroduced  together 
with  a  new  colour,  dark  blue.  To  widen 
the  market  there  are  now  two  ankle 
strap  sandals,  the  existing  envelope 
honey  style  and  a  new  design  in 
Mediterranean  blue  (around  £17.49). 

Scholl  have  also  designed  a  further 
range  of  new  sandals  incorporating  a 
different  base  shape  (around  £16-£17). 


Above,  the  1981  slimmer,  higher-heeled 
look  from  Scholl.  Left,  indoor  sandals 
incorporating  a  new  soft  footbed 

It  has  a  higher,  slimmer  heel  than  any 
of  their  previous  sandals,  yet  they  say 
the  use  of  laminated  beecbwood  makes 
it  light  and  comfortable.  The  three  new 
styles  in  this  range — two  of  which  have 
adjustable  uppers  in  black  and  cream, 
the  other  with  uppers  in  pale  sage  green 
— are  designed  to  appeal  to  women  in 
the  20  to  35  years  age  group. 

To  help  promote  the  range,  there  will 
be  new  POS  material,  details  of  which 
will  be  released  at  a  later  date,  together 
with  the  advertising  strategy.  ■ 


Nail  care  kit 


Bellair  Cosmetics  are  introducing  a 
Nail  Care  kit  (£2.50).  Coming  in  a 
PVC  holder,  the  kit  consists  of  cuticle 
remover  lotion,  nail  conditioning  cream 
and  gloss-coat  and  contains  directions 
for  a  complete  manicure  routine. 
Bellair  Cosmetics  Ltd,  New  Road, 
Winsford,  Cheshire  CW7  2NX.  ■ 

Feeding  bottle  brush 

Cannon  Rubber  have  introduced  a 
feeding  bottle  and  teat  brush  (£0.99), 
made  from  deep  blue  polypropylene 
with  nylon  bristles. 

The  handle  end  incorporates  a  teat 
scraper  blade  shaped  to  the  internal 
dimensions  of  the  teat,  so  that  any 
residue  left  behind  after  a  feed  can  be 
removed  by  rotating  the  blade  inside 
the  teat.  It  can  also  be  used  to  invert 
the  teat. 

The  brush  end  has  a  right  angle 
bend  and  an  increase  in  bristle  length 
on  the  curve  to  ensure  that  the  corner 
and  full  base  area  are  reached.  The 
smooth  rounded  head  end  avoids  the 


possibility  of  scratching  the  bottles. 

Cannon  say  the  brush  is  virtually 
unbreakable,  and  can  be  sterilised  by 
boiling  or  the  cold  water  method.  It  is 
blister  packed  on  a  full  colour  card  with 
information  in  four  languages.  Cannon 
Rubber,  Ashley  Road,  London  N17.  ■ 

Performing  well 

Three  months  after  its  national  launch, 
Perform  hair  conditioner  is  claimed 
to  have  become  equal  brand  leader 
with  a  total  sterling  market  share  of  9 
per  cent. 

Beecham  Toiletries  launched 
Perform  nationally  into  the  UK 
conditioner  market — currently  valued 
at  £25m  at  retail  selling  prices  and 
expanding  at  the  rate  of  10  per  cent 
per  year  in  unit  volume — in  May. 

Barely  had  Perform  achieved 
national  distribution  in  July  when 
the  audit  recorded  a  market  share  of 
4  per  cent  says  the  company.  And  they 
claim  the  audit's  August  report  showed 
that  television  advertising  boosted  the 
share  to  9  per  cent.  Beecham  Toiletries, 
Beecham  House,  Great  West  Road, 
Brentford,  Middlesex,  TW8  9BD.  « 
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Bayer  extend  Sionon  range 
of  diabetic  confectionery 


Bayer  have  added  two  confectionery 
products  to  their  Sionon  diabetic  range. 

Sionon  luxury  chocolates  (£1.49)  are 
presented  in  a  "window"  carton 
containing  125g.  Each  sweet  is  twist- 
wrapped  in  gold  foil  and  comprises  a 
hazelnut  cream  filling  inside  a  chocolate 
case.  The  crispy  bar  (£0.29)  is  presented 
as  a  foil-wrapped  25g  log-shaped 
chocolate  bar  containing  a  filling  of 
puffed  rice. 

Regular  full-page  insertions  in 
Balance  backed  up  by  sampling  in  all 
British  Diabetic  Association  branches 
will  play  a  major  part  in  the  launch 
programme.  Product  manager,  Dennis 
Clarke  says :  "When  we  introduced  the 
Sionon  range  early  this  year  we  gave 
an  undertaking  that  we  would  improve 
and  extend  the  range  to  meet  the 
demands  of  both  retailers  and 
consumers.  Our  research  since  has 
pointed  to  a  definite  need  for  more 
confectionery  products — in  particular, 
good  quality  chocolates  which  are 
attractive  in  both  presentation  and 

Sangers  October 
supersavers 

Sangers  Pharmaceuticals  have  revised 
their  monthly  Supersavers  promotional 
package. 

From  October  the  display  kit  will 
feature  individual  posters  for  each  of 
the  products  on  offer.  To  launch  the 
new  kits  the  October  leaflet  contains  a 
feature  on  the  benefits  and  techniques 
of  using  display  material. 

The  Supersavers  offered  for  October 
are:  Amami,  Bic  disposable  razors, 
Brut  33  splash-on  lotion,  Colgate  large, 
Cow  &  Gate  strained  and  junior 
baby  meals  and  Premium  and  Plus 
milk,  Dettol  500ml,  Euthymol 
toothpaste,  Fenjal  creme  bath  42ml, 
Harmony  hair  colour,  Kleenex  for  men, 
Lightwaves  soft  perm,  Napisan  500mg, 
Paddi  Cosifits  and  Silvikrin  shampoo. 


Christmas  gift 
catalogue 

Sangers  have  brought  out  a  bigger 
Christmas  gift  catalogue  for  1980,  with 
a  wider  selection  of  goods. 

The  catalogue  was  re-introduced 


taste.  This  is  amplified  by  the  fact  that 
Sionon  fruit  bon  bon  sweets  have  been 
the  most  popular  product  in  the  range 
to  date."  Bayer  UK  Ltd,  Consumer 
Products  Division,  London  Road, 
Burgess  Hill,  West  Sussex  RH15  9RD.  ■ 


last  year  and  the  reception  from 
customers  was  most  encouraging, 
Sangers  say.  This  year's  catalogue  is 
laid  in  sections  such  as  gifts  for  her, 
gifts  for  the  home,  etc.  The  electrical 
gifts  are  of  particular  interest,  the 
company  says,  as  they  contain  a 
selection  of  small  appliances  from  the 
brand  leaders  Philips  and  Clairol.  The 
catalogue  is  being  sent  to  all  customers. 
Sangers  Ltd,  Cinema  House,  225 
Oxford  Street,  London  W1R  1AE.  ■ 

Faberge  window 
display  competition 

In  conjunction  with  the  new  Xanadu 
film  Faberge  are  launching  a  window 
display  competition  for  independent 
chemists.  Xanadu  stock  parcels  with  a 
window  kit  are  available. 

First  prize  is  a  two-week  holiday  for 
two,  at  the  Bahamas  Xanadu  Beach 
Hotel.  Twenty-five  runners-up  in  each 
of  four  areas:  North,  Midlands,  South 
and  South-West,  will  be  invited  to  a 
special  family  screening  of  the  Xanadu 
film,  and  a  Faberge  champagne 
reception.  Closing  date  for  the 
competition  is  October  31.  Faberge  Inc, 
The  Ridgeway,  Iver,  Buckinghamshire 
SLO  9JG.  ■ 


Wyeth  introduce 
Wysoy  infant  feed 

Wyeth  Laboratories  are  to  introduce  a 
new  soy  protein  baby  formula,  Wysoy, 
which  they  say,  is  a  complete  feed 
suitable  from  birth  onwards  entirely 
milk-free. 

Nutritional  research  was 
undertaken  by  the  company  aimed  at 
providing  a  formula  that  will  meet 
the  demands  of  bottle-fed  babies  who 
are  allergic  to  cow's  milk,  are  intolerant 
to  lactose,  or  who — sometimes  for 
unknown  reasons— fail  to  thrive  on  the 
usual  infant  milks. 

In  Wysoy,  the  company  says,  the 
cow's  milk  proteins  have  been  replaced 
by  soy  protein  isolate,  a  pure  form  of 
vegetable  protein  extracted  from  soya 
beans,  which  is  supplemented  with 
methionine  and  which  has  been  proven 
to  provide  all  the  amino  acids  needed 
for  healthy  growth  and  development. 

The  lactose  of  milk,  to  which  some 
infants  are  intolerant,  has  been 
replaced  by  a  carbohydrate  content 
comprising  corn  syrup  solids  and 
sucrose — both  easily  metabolised  and 
absorbed.  The  fat  content  is  a  blend  of 
55  per  cent  unsaturated  fatty  acids, 
which  again  are  absorbed  by  babies 
without  interfering  with  the  absorption 
of  calcium. 

In  addition,  they  say,  Wysoy  has  a 
full  compliment  of  vitamins,  minerals 
and  trace  elements  in  amounts  that 
provide  for  all  the  nutritional  needs  of 
infants  from  birth  to  weaning  being 
a  nutritionally  adequate  substitute  for 
breast  milk,  but  with  vegetable- 
revived  protein  and  carbohydrate. 
Wysoy  is  available  in  powder  form  in 
500g  tins.  Wyeth  Laboratories, 
Huntercombe  Lane  South,  Taplow, 
Maidenhead,  Berks  SL6  OPH.  ■ 


Pifco  sunshine 


Pifco  have  'introduced  a  UVA  sunlamp 
(£140)  comprising  four  25  watt 
fluorescent  lamps  which,  the  company 
says  provide  1,000  hours  of  tanning 
UVA  rays  while  the  UVB  rays  are 
filtered  out. 

The  sunlamp  also  features  a  rotary 
auto-timer  allowing  the  time  of 
exposure  to  be  pre-selected  for  periods 
of  up  to  30  minutes  each. 

The  lamp  (194  x  13}  x  5iin)  comes 
in  a  brown  casing  with  a  dark  brown 
adjustable  metal  stand  and  rubber  feet 
which  can  also  be  used  to  suspend  the 
lamp  from  the  wall.  Pifco  Ltd, 
Failsworth,  Manchester  M35  0HS.  ■ 
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You're  thinking  of  installin 
heating  in  your  business. 


Would  you... 

a)  Find  a  place  out  the  back  for  a  boiler. 
A  hot  water  tank. 

A  header  tank. 

Knock  a  hole  in  the  wall  for  a  flue  to  vent 
away  the  fumes. 

Get  someone  to  rip  up  the  floorboards 
and  lay  lengths  of  copper  piping,  carefully 
bent  to  go  round  awkward  corners. 

Fit  the  radiators  to  the  walls. 
Put  the  floorboards  back. 
Then  the  carpet. 

Carefully  cut  to  go  round  the  pipes. 
Fill  the  whole  works  up  with  water. 
And  light  a  fire  under  it. 
(If  you  can  get  the  fuel  these  days.) 

or 

b)  Get  the  electricians  in  with  some 
heaters,  a  screwdriver,  and  a  length 

Of  thiS  mmmmmmmm 

by  clipping  this  coupon. 


For  more  information  <  >n  electric  heating  systems,  controls 
and  tariffs,  send  this  coupon  to  The  Build  Electric  Bureau, 
The  Building  Centre,  26  Store  Street,  London  WC1E  7BT 
or  ask  the  operator  for  Freefone  2284  and  talk  to  our 
commercial  heating  specialists. 

Name  _  


Address . 


,  HEATIlICfl.  _  , 

!  The  Electricity  Council,  England  and  Wales  cdwhiI 
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Skin  care  range  from 
Henna  Hair  Health 


Henna  Hair  Health  are  launching  a 
range  of  skin  care  products — Henara 
Natural  Skin. 

The  products  contain  henna, 
natural  proteins,  natural  perfumes  and 
vegetable  oils.  They  are  colourless  and 
said  to  be  suitable  for  most  skin  types. 
The  range  comprises  cleansing  lotion 
(lOOmls,  £2.15),  skin  tonic  (lOOmls, 
£1.80),  moisturising  lotion  (lOOmls, 
£2.25)  and  treatment  cream  (95g,  £2.75). 
Advertising  begins  in  mid-October  in 
Women's  Own,  News  of  the  World 
and  the  Sunday  Express  and  will  run 


to  the  end  of  November.  Henna  Hair 
Health  Ltd,  Classic  House,  174  Old 
Street,  London  EC IV  9BP.  ■ 


Kleenex  goodies 

The  Goodies  comedy  team  are 
featuring  in  a  television  commercial 
for  Kleenex  Super  3,  which  will  form 
part  of  the  Kimberly-Clark  autumn 
promotion. 

The  three  Goodies  are  said  to 
portray  the  three  qualities  of  Kleenex 
Super  3 — strength,  softness  and 
absorbency  and  the  commercial  will 
run  for  four  weeks  throughout 
October. 

A  poster  campaign  is  being  used 
for  Kleenex  for  men  tissues.  The 
posters  feature  a  knotted  handkerchief 
and  the  message  "softness  and  strength' 
More  than  2,500  posters  will  be  on 
display  for  two  months  from  the  end 
of  September. 


Kleenex  for  men  and  Kleenex 
Super  3  account  for  almost  34  per 
cent  of  the  mansize  tissue  market, 
which  is  worth  over  £33  million  a  year 
in  the  UK,  say  Kimberly-Clark. 
The  regular  tissue  market  is  worth 
around  £29  million,  they  say,  and  claim 
that  Kleenex  regular  tissues  are  the 
fastest  growing  brand,  Support  for 
Kleenex  regular  tissues,  this  autumn, 
will  be  from  a  competition  with  a  first 
prize  of  a  holiday  in  Hawaii.  There 
will  also  be  a  houseplant  offer. 

Kleenex  kitchen  towels  are  being 
introduced  in  October  as  a  cheaper 
alternative  to  Maxi  Dri — the  rsp  is 
approximately  £0.42.  The  towels  will  be 
in  three  colours — white,  coffee  and  fern 
and  advertising  support  will  be  from 
radio  and  magazines.  Kimberly-Clark 
Ltd,  Larkfield,  nr  Maidstone,  Kent.  ■ 


J&J  baby  gift 
box  with  tray 

Johnson  &  Johnson  have  introduced 
the  Johnson's  baby  gift  box  containing 
one  each  of  their  nine  baby  products. 

Coming  in  a  vacuum  formed 
bathtime  tidy  tray  (£5.99)  said  to  be 
ideal  for  Christmas  the  products 
included  are  20  nappy  liners,  20  cotton 
buds,  and  baby  products,  namely,  baby 

! 

JABY 

f 


bath,  oil,  lotion,  cream,  soap,  shampoo 
and  baby  powder.  Also  included  in 
the  Gift  Box  are  two  baby  care 
leaflets  produced  by  the  company. 
Johnson  &  Johnson  Ltd,  260  Bath  Road, 
Slough,  Berks  SL1  4EA.  ■ 


Ruthmol  shaker  pack 

Ruthmol  salt  substitute  is  now 
available  in  a  shaker  pack  (50g, 
£0.40)  and  a  bulk  pack  for  refilling 
(250g,  £1.60).  Literature  and  low 
sodium  diet  .sheets  are  available  from 
Cantassium  Co,  225  Putney  Bridge 
Road,  London  SW15  2PY.  ■ 

ON  TV 
NEXT  WEEK 
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Vidal  Sassoon  haircare:  Ln,  M,  Lc,  Y,  NE 
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WW  COMES  ONE  BY  ONE 


Sweetex,  the  Number  One 
sweetener,  now  comes  in  a  new 
One-By-One  pack. 

So  it's  going  to  be  selling 
faster  than  ever  before. 

Stock  up.  And  watch  your 
customers  line  up.  One  by  one. 

One-By-One 

Order  from  your  Crookes  Anestan 
representative,  or  through  your  wholesaler. 


We 


present  a  new  face 
w  forthem 


SUPPLEMENT  TO  CHEMIST  &  DRUGGIST  OCTOBER  4,  1980 


New  packs  that  are 

Cow  &  Gate  have  great  things  planned  for  the  '80s  -  starting  right  away 
with  eye-catching  and  colourful  new  packs  that  provide  a  corporate  identity 
right  across  the  range. 

First,  our  milks  and  meals,  which  have  bright  new  designs  to  grace  your 
shelves  and  charm  your  customers.  .111 

Our  milks  are  still  the  next  best  thing  to  a  mothers  own  milk-  only  now 
they're  granulated  for  easier  mixing.  And  our  meals  still  have  more  meat  and 
more  fruit  than  any  other  ingredient. 

Orange  Juice  and  Blackcurrant  Syrup  have  a  fresh  look,  too. 


racked  with  profit. 

And  our  low  sugar  Rusk  is  still  a 
part  of  the  complete  Cow  &  Gate  range  - 
everything  a  baby  needs  in  the  vital  first  year. 
With  the  birth  rate  going  up, 
Cow  &  Gate  sales  will  reach  new  heights  as  well. 

How  can  you  cash  in  on  these  extra 
sales?  Easy  Increase  your  stock  levels  right  now. 


Plus  a  great  new 
sales  package. 

Here's  how  Cow  &  Gate  will  be  spending  well  over  half 
a  million  £s  (our  biggest  budget  ever)  telling  mums  about 
our  new-look  range:  — 

*  National  TV  support  in  3  mighty  bursts  will  give  70% 
coverage  with  a  new  fun  commercial. 

*  Full  page  colour  advertisements  will  appear  in  the 
important  baby  annuals. 

*  Specialist  press  advertisements  will  communicate  with 
Health  Visitors  and  Midwives. 

*  Cow  &  Gate  Rusks  turn  up  for  the  first  time  in  the 
nationally  distributed  'Bounty  Bag! 

*  Free  consumer  offers  will  help  encourage  mums  to  buy 
right  across  the  range. 


The  Babyfeeding  Specialists 


There's  more  to  hair-care  than  dry  normal 
md  greasy 

Which  is  why  Wella  are  introducing  a  new, 
vider  range  of  conditioners. 

There  are  six  in  all,  each  one  formulated  for 
l  specific  hair  type. 

The  new  Wella  conditioners  are  the  result 
)f  exhaustive  consumer  research,  and  many 
housands  of  hours  in  the  laboratory 

( Not  to  mention  over  100  years  in  the  hair- 
are  business.) 

And  if  you  think  we've  spent  a  lot  of  time 
naking  them,  you  should  hear  what  we're  going 

0  spend  advertising  them. 

Over  one  million  pounds. 

Most  of  the  money  is  going  on  a  national  TV 
campaign. 

We'll  also  be  running  full-colour  double-page 
ids  in  the  major  women's  magazines. 

It'll  be  the  biggest-ever  launch  of  a  new 
ange  of  conditioners.  And  the  widest  range  on  the 
narket.        H     B     I     I     I  I 

\A/e  hope.,^^B^  '^^^^  -"""^^^^tai 

you'll  make 

1  little  extra 
>helf  -  space 
orit^^S 
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Gmditioner 
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Gmditioner 
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MUA 

Gmditioner 


StHxifualty  for 
NORMAL 
HAIR 


MUA 

Conditioner 


Specifically  for 

DRY  or 
01 1  Kill  WED 
HAIR 


MUA 

Conditioner 


Sbecituallyfor 
COLO!  RED  or 
LIGHTENED 
HAIR 


Conditioner 


Sturititaliy  fot 
PERMED 
HAIR 


The  new  Wella  conditioners.  No-one  does  as  much  for  your  hair. 


the  ideal  image... 


reflect  on       for  customer  appeal 


Chapel  Street,  Syston,  Leicester  LE7  8HN 

1    Telephone:  0533  60791 1  Telex  342125  Preci  G 


COUNTERPOINTS 


Seasonal  cosmetic  colours 
Yardley's  party  appeal 


Yardley  are  out  to  steal  the  scene  at 
parties  with  their  new  Glitter  Powder 
shadow  (£1.45)  available  in  glitter  gold, 
bronze,  green,  rose,  sapphire  and  mist. 
A  Glitter  body  gel  is  available  in  two 
shades,  gold  and  silver  sparkle  (£2.50). 

To  add  to  the  look  there  is 
automatic  lip  gloss  in  glossy  poppy  and 
glossy  wine  (£1.50),  pearl  nail  enamel 
in  rose  reflection  (£0.65)  and  just 
sherry  powder  blusher  (£1.75). 

Other  Yardley  addition's  to  the 
range  are  a  new  liquid  foundation  in 
beige  ivory  (£1.75)  which  is  described 
as  being  a  delicate  creamy  shade  for 
fair  complexions,  a  vivid  purple  eye 
shadow — purple  royale  (£1.15)  has 
been  added  to  the  Pearly  powder  range 
and  finally  there  are  two  new  creme 


blushers,  pink  fondant  and  candied 
ginger  (£1.40).  All  these  products  will 
be  available  from  October.  Yardley, 
33  Old  Bond  Street,  London  Wl.  ■ 


Deborah  shadows 
see  double 


Deborah  Cosmetics  have  introduced  a 
new  range  of  double  eye  shadow  packs. 
Called  "Fashion  Duo",  the  two 
shadows  with  soft  applicator  come  in 
a  handbag  size  compact  in  the  Deborah 
colours — burgundy  red — ^with  the 
Deborah  logo  on  the  transparent  lid. 

The  double  eye-shadow  compacts 
come  in  a  choice  of  six:  two-tone 
brown,  stone  grey /pearl,  two-tone 


violet,  rose/mauve  and  brick/pink 
(£1.35).  Deborah  Cosmetics,  91  Acton 
Lane,  London  NW10  8UY.  ■ 


For  the  night  life 


Charles  of  the  Ritz  are  to  launch 
a  range  of  colours  called  Night  Jewels 
in  an  elegant  slim-line  black  compact 
with  mirror  (£5.95). 

Comprising  six  Revenescence 
colours — elderberry,  fiery  copper,  soft 
gold,  pink  lustre  eye  shadows, 
plumrose  glow  blusher  and  golden  glow 
face  lustre — the  range  will  be 
available  from  October.  Charles  of 
the  Ritz,  51  Charles  Street,  London.  ■ 


Ultima  diamonds 


Available  from  December  is  the 
Midnight  Diamonds  colour  collection 
from  Ultima  11.  Described  as  "a 
luxurious,  extravagent  approach  to 
dressing",  the  range  includes  two  looks, 


Rose  Diamonds  and  Gold  Diamonds 
featuring  four  new  shades  of  brilliant 
eye  powder  (royal  purple,  rose 
diamonds,  midnight  topaz  and  gold 
dust)  and  all-over  body  gl'itter  in  two 
colours  (diamonds  and  opulent  gold). 
Ultima  11,  86  Brook  Street,  London 
Wl.  ■ 


Charlie  glittering 
activity 

Latest  additions  to  the  Charlie  range  of 
make-up  are  a  colour  and  curl  mascara 
in  black  and  brown/black  (£1.45)  with 
its  own  curled  brush  and  All  Over 
glitter  (£1.45)  in  six  shades — guilty  gold, 
diamond  lust,  red  siren,  violet  vixen, 
brazen  blue  and  pink  tease.  Revlon 
International,  86  Brook  Street, 
London  Wl.  ■ 


Quant's  Christmas 
Masquerade 

Masquerade  is  the  name  of  the 
Christmas  colours  from  Mary  Quant 
for  the  cheeks,  lips  and  eyes,  available 
from  November. 

The  range  comprises  grape  satin 
lash  mascara  (£2.10),  wine  and  currant 
Water  Wings  (£2.50),  port  and  oyster 
Ultra  Lights  (£2.20),  crimson  caper 
Blush  Baby  (£2.70)  claret  shine 
Colourshiine  (£1 .75),  beige  cover 
supplement  (£2.35)  and  Smoothers 
(£2.35)  and  finally  translucent  loose 
face  powder  (£2.70).  Mary  Quant 
Cosmetics,  Hook  Rise  South,  Surbiton, 
Surrey.  ■ 


Precious  Nights  the 
Rubinstein  way 


For  festive  evenings,  Helena  Rubinstein 
have  Introduced  Precious  Nights  which 
they  describe  as  "an  enticing  collection 
of  dramatic  shades  for  eyes  and 
cheeks". 

Although  they  are  night  make-up 
colours  the  company  says  they  can  be 
worn  during  the  day  if  applied  with 
a  light  touch.  In  the  collection  there 
are  four  new  co-ordinated  eyeshadows 
(precious  purple,  blazing  brown,  aurora 
pink  and  starry  teal)  available  in  a 
slim  compact  (£4.50).  Also  new  are 
burnished  plum  powder  blusher  and 
translucent  opal  pressed  powder 
(£4.50  each).  Helena  Rubinstein  Ltd, 
Central  A  venue,  West  Molesey,  Surrey 
KT8  ORB.  ■ 


Autumn  lights 
from  Guerlain 


Guerlain  have  introduced  two  looks  for 
autumn — Boreal  and  Ete  Indien. 
Boreal  is  described  as  "a  triumph  of 
gentle  and  tender  pastels  to  boost  the 
morale  against  the  ever-shortening  days 
and  the  coming  cold"  and  Ete  Indien 
as  comprising  "muted  warm  shades  of 
autumn,  highlighted  by  the  dominance 
of  red-browns  and  strong  orange.  Ete 
Indien  sees  the  introduction  of  a  new 
lipstick,  piment  and  a  champagne 
creme  eyeshadow.  Guerlain  Ltd,  22 
Aintree  Road,  Perivale,  Middlesex 
UB6  7LP.  ■ 
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THIS  YEAR 
LOTS  OF  YOUR  FRIENDS 
WILL  WALK  OUT  ON  YOU 


With  all  the  publicity  we're  giving 
them,  you  won't  be  keeping  your 
Friends  for  long. 

Because  they've  become  very 
popular.  With  more  and  more  people 
turning  to  their  Friends  in  moments  of 
need,  to  soothe  their  troubled  throats 
and  clear  their  heads. 

And,  with  national  advertising  run- 
ning throughout  the  winter  months, 
your  Friends  aren't  going  to  be  hanging 
around. 

So  make  sure  you've  got  plenty  in 
stock  -  available  in  24  packet  outers. 


Fishe  

Friend 


ishermai^ 


Fmi 


I^xthouse's  Original 


BSHEBMA1&  FRIgiiK 


APPROX.  CONTENTS  ^ 

ALLOW  ONE  LOZENGE  TO  DlSSn  g 

MOUTH  EVERY  J ^1 3  H^gW"-Y  «N  THE 


APPROX.  CONTENTS 

MtrNV  ONE  LOZENGE  TO  DISSOLVE  SLOWLT 
ALLU         MOUTH  ENERY  2  OR  3  HOURS 


Also  available:  Fisherman's  Friend  Honey  Cough  Syrup  and  Fisherman's  Friend  Rubbing  Ointment. 

Lofthouse  of  Fleetwood  Limited,  Dept.  CD,  Fleetwood,  Lanes.  Tel:  Fleetwood  2435 
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PHOTOGRAPHIC 


Ektra  range  re-vamped, 
plus  Christmas  offers 


Kodak  are  to  introduce  six  new  Ektra 
110  cameras  with  prices  ranging  from 
£16-£18  for  the  200  outfit  to  £39-£43 
for  the  Tele-Ektralite  600  outfit.  They 
will  replace  the  existing  Ektra  range. 

All  the  cameras  take  flash,  come 
with  the  steadying  handle/built-in 
cover  case,  accept  normal  speed  film 
and  fast  film  and  come  with  a  three- 
year  warranty. 


At  a  recent  Press  conference  in 
London,  as  a  preview  to  the  company's 
involvement  in  "Photokina",  a  Hanimex 
spokesman  suggested  that,  as  the  110 
format  had  been  successful  in 
encouraging  a  very  large  number  of 
people  to  start  taking  pictures,  the  time 
was  now  ripe  to  encourage  them  still 
further  to  up-grade  their  cameras  into 
the  full-frame  35mm  format. 

The  upper  bracket  of  the  l'lO 
market  now  includes  cameras  of  some 
complexity  commanding  prices  which 
are  generally  higher  than  those  giving 
a  larger  size  picture.  Despite  the 
excellence  of  results  which  can  be 
obtained  from  small  images,  the  sheer 
increase  in  area  of  35mm  oolour- 
negative  or  colour-slide  (it  is  a  factor 
of  about  4  times)  does  provide  better 
picture  quality.  Even  the  simplest 
larger- format  cameras  are  equipped 
with  good  optics  that  make  much 
bigger  enlargements  or  screen  pictures 
a  real  proposition. 

The  philosophy  behind  the  proposal 
is  that  once  the  habit  of  simple  picture- 
making  has  been  established,  it  should 
then  be  an  easier  proposition  to 
continue  the  process  from  110  to 
35mm.  Having  cut  one's  teeth,  so  to 
speak,  on  the  simplest  or  simpler 
cameras,  the  next  step  is  far  less 
formidable. 

The  particular  camera  which  was 
suggested  for  this  up-grading  was  'the 
least  expensive  in  the  Ricoh  compact 
camera-range,  which  is  the  35FM.  It  is 
suggested  that  this  could  be  retailed  at 
less  than  £30  and  yet  still  leave  the 
dealer  with  a  decent  profit  margin.  The 
35PM  is  similar  in  appearance  to  the 
next  one  up  in  the  range,  the  Model 
500ZF  which  is  illustrated  here. 

The  technical  specification  of  the 
35FM  is  quite  impressive  for  what  is, 


Starting  the  range  are  two  basic 
models,  the  Extra  200  (£16-£18)  and 
the  Ektra  250  (£22-£24).  The  Tele-Ektra 
350  (£25-£28)  has  a  slider  which 
enables  the  user  to  "switch  from 
normal  to  "tele"  and  back  again, 
making  the  subject  appear  twice  as 
close.  All  three  cameras  accept  flipflash 
and  the  Kodalux  flash  model  3. 

In  the  Ektralite  range  (Ektralite 


after  all,  a  simple  camera  to  use.  The 
lens  is  a  40mm  Color  Rikenon  with  a 
maximum  aperture  of  f/2.8  .  .  .  the 
choice  of  a  40mm  focal-length  instead 
of  the  more  usual  50mm  means  that 
the  user  has  a  slightly  greater  depth-of- 
field  to  play  with;  not  that  this 
technicality  should  be  stressed  when 
selling.  The  shutter  is  a  mechanical  one 
with  a  fixed  speed  of  1  /  125th-of-a- 
second,  which  is  short  enough  to  help 


to  obviate  the  dire  effects  of  camera- 
shake.  Focusing  may  be  done  by  using 
the  scale,  calibrated  from  0.9  metres 
(3  feet)  to  infinity,  or  by  relying  on  the 
zone- focus  markings. 

Fully-automatic  exposure  control  is 
effected  by  a  CdS  meter  which  is 
powered  by  a  1.5  volt  battery  to 
cover  a  very  wide  range  of  film-speeds 
from  ASA  25-400  (DIN  15-27).  The 
meter  needle  appears  in  the  view-finder 
together  with  an  under-exposure 
warning.  Film-loading  is  made  easier 
by  the  provision  of  a  multi-slit  core 
and  film-advance  is  by  a  single-stroke 
lever,  coupled  to  an  additive  automatic- 
re-setting  film  counter.  A  tripod  socket 
is  provided :  the  overall  size  is  4\  x  3  x 
2\  inches  (111  x  71  x  57  mm)  and  the 
camera  weighs  \  2\  ounces  (350 
grammes).  Hanimex  (UK)  Ltd, 
Faraday  Road,  Dorcan,  Swindon, 
Wilts.  ■ 


400— £29-£32,  450— £23-£36  and  600- 
£39-£43)  the  cameras  have  an  electronic 
flash,  the  600  model  using  flash 
automatically  when  needed.  This  model 
also  features  a  tele-lens. 

Kodak  have  also  introduced  four 
other  products  for  the  amateur 
photographer.  Available  are  two 
colour  printing  starter  outfits  (£22),  one 
for  negatives  and  one  for  slides.  The 
only  other  items  required  are  a 
thermometer  and  a  processing  tank  or 
dishes. 

Kodak  Christmas  advertising  breaks 
on  November  24  with  the  television 
campaign  running  until  Christmas 
week.  A  45-second  commercial  will 
support  the  Ektra  range,  using  the 
Tele-Ektralite  600  to  highlight  the 
features,  with  a  30-second  commercial 
for  Kodak  instant  cameras.  Press 
advertising  is  from  the  same  dates  in 
the  Daily  Mail,  Daily  Mirror,  Daily 
Record,  Sun,  Star,  Daily  Express  and 
Daily  Telegraph. 

Promotions  include  special-offer 
twin-packs  of  Kodacolor  400  film  135 
and  Kodacolor  IT  film  1'10,  126  and 
135  where  the  consumer  can  redeem 
£1  on  the  developing  and  printing. 
Twin  packs  of  Ektrachrome  200  and 
400  carry  a  50p  redemption.  Instant 
camera  holdalls  can  be  claimed,  free 
from  Kodak,  by  any  customer  who 
buys  a  Kodak  instant  camera.  POS 
material  includes  a  Christmas  leaflet. 

Promotional  allowances  towards 
local  advertising  and  advanced  delivery 
with  payment  by  instalments  are  being 
offered  to  the  larger  account  holders 
and  details  are  available  from  Kodak 
representatives.  Kodak  Ltd,  Kernel 
Hempstead,  Herts.  ■ 


Agfa  flashguns 


Agfa-Gevaert  are  introducing  a  new 
range  of  eight  Agfatronic  flashguns, 
the  top  two  models  being  of 
professional  standards.  They  are 
expected  to  sell  from  around  £8  to  £56. 

All  the  models  have  big  reflectors, 
and  some  have  additional  features  such 
as  a  swivel  reflector,  swing-in  diffuser, 
and  on  the  top  model,  an  integral  fill- 
in  flash.  The  complete  range  comprises 
the  Agfatronic  162,  202,  252,  182  C, 
252  C,  222  CS,  302  CS  and  352  CS  and 
their  guide  numbers  range  from  16  to 
35  (52  to  115)  based  on  21  DIN/ 100 
ASA  film.  The  162,  202  and  252,  at 
the  lower  end  of  the  range,  include  a 
new  quick  lens  stop  calculator.  All 
eight  new  models  conform  to  ISO 
standard.  Agfa-Gevaert  Ltd,  Great 
West  Road,  Brentford  Middlesex.  ■ 
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f  own  Band 
blowing  our  trumpet 
ai  well  ai  their  own 

Sore  or  cracked  lips  are  as  disastrous  to  a  bandsman 
as  a  pulled  muscle  is  to  a  footballer.  Neither  can  play 
again  until  they've  healed. 

That's  why  the  Bideford  Town  Band  insist  on 
Blistezeto  protect  their  lips  from  the  ravages  of 
the  weather.  They've  found  that  nothing  provides 
more  effective  relief  for  sore  lips  and  cold  sores 
than  gentle,  medicated  Blisteze  cream. 

So  if  you  have  a  customer  making  a  song 
and  dance  about  sore  lips,  remember  the 
Bideford  Town  Band. 

And  recommend  Blisteze. 


I  Bliiteze. 
For  lore  lipi 
and  cold  lorei 

Dendron  Ltd.,  94  Rickmansworth  Rd.,  Watford,  Herts,  WD1  7JJ.  Tel  (0923)  29251 
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Bigger  show  but 
less  for  consumer 


To  the  visitor  to  Cologne,  during  the 
period  September  12-18  this  year, 
although  the  exhibition  was  bigger 
than  ever,  there  seemed  to  be  a  shift 
in  emphasis  from  being  consumer- 
oriented  towards  a  greater  accent  on 
commercial  and  professional  aspects. 

As  such,  new  models  of  cameras, 
especially  in  the  35mm  ranges, 
appeared  to  be  offered  mainly  in  the 
upper  price-brackets  of  equipment. 
On  the  other  hand,  two  of  the  major 
sensitive-material  manufacturers  went 
their  own  different  ways.  Having 
introduced  the  first  "110"  motor-driven 
camera  in  1978,  Agfa  entered  the 
market  with  quality  35mm  SLR's  for 
the  first  time  and  Kodak  announced 
six  new  Ektra  and  Ektralite  110 
cameras  as  their  contribution  to  the 
event  (£17-£40).  These  are  expected 
to  be  available  in  the  UK  in  the  late 
autumn  (see  p553). 


Although  likely  to  be  in  a  higher- 
price-bracket,  the  new  compact  35mm 
camera  from  Agfa-Gevaert  is  worthy 
of  mention,  even  if  only  as  a  further 
indication  of  the  trend  to  simplified 
small  models  for  full-frame  format. 
One  might  describe  the  basic  difference 
between  the  110  format  and  the 
compact  as  that  the  former  is  long  and 
slim,  while  the  other  is  shorter  and  a 
little  fatter. 


True  'pocket'  camera 


The  Agfa  Optima  935  measures 
112  x  64  x  34mm  (about  A\  x  3| 
x  1|  ins)  so  that  it  may  justifiably  be 
classed  as  a  "pocket"  camera.  The  first 
point  is  that  the  camera  is  motor- 
driven  and  the  motor  performs  several 
functions.  The  main  switch  is  provided 
by  the  viewfinder  cover — when  the 
appropriate  button  is  pressed,  a  cover 
protecting  the  lens  moves  to  one  side 


and  the  lens  emerges  automatically 
from  its  housing  and  the  release  is 
freed.  When  the  film  has  been  threaded 
and  the  camera  back  closed,  the  motor 
transports  the  film  to  the  first  exposure 
and,  after  each  exposure  is  made, 
similarly  moves  it  on  frame-by-frame. 
When  the  film  has  been  completely 
exposed,  the  motor  also  rewinds  it 
back  into  the  cassette.  The  retraction 
of  the  lens  and  its  safety  covering  are 
also  automatic. 


The  lens  will  be  a  39mm  f/2.8 
coated  4-element  type,  with  a  minimum 
aperture  of  f/16,  while  the  shutter 
speeds  (electronically-controlled) 
range  from  1  /30th  to  1  /1,000th 
second;  a  poor-light  check  is  provided 
in  the  viewfinder. 


Super  8  innovation 


Another  interesting  innovation  by 
Agfa-Gevaert  is  what  is  referred  to  as 
the  AGFA-family,  an  unusual  Super  8 
camera  and  viewing  system.  The 
camera  itself  is  of  most  unusual  design 
— it  has  two  push-button  controls  only, 
one  for  motion-pictures  and  the  other 
for  snapshots.  The  manufacturer's  aim 
has  been  to  eliminate  as  far  as  possible 
any  need  for  technical  expertise  by  the 
user.  Scenes  on  a  film  may  be  recorded 
as  desired  and  on  projection,  when  a 
single-picture  is  reached,  the  viewer 
stops  automatically. 

The  viewer  is  designed  for  table-top 
daylight  operation  and  its  controls  are 
as  simple  as  those  of  the  camera.  The 
screen  measures  100  x  80mm 
(4  x  3|  ins)  and  the  light  source  is  an 
8  volt  20  watt  tungsten-halogen 
cold-mirror  lamp.  At  the  left-hand 
side  of  the  screen  there  is  storage 
space  for  six  50ft  spools.  This  is 
certainly  an  ingenious  attempt  to 
vitalise  interest  in  Super  8  picture- 


making,  but  it  would  be  rash  to 
speculate  upon  its  success  in  view  of 
the  rather  low  rate  of  acceptance  of 
home-movie  making  generally. 

But,  without  doubt,  one  of  the 
highlights  of  the  exhibition  was  the 
introduction  of  a  new  high-speed 
chromogenic  black-and-white  negative 
film,  XP1400,  by  Ilford  Ltd.  The  UK 
national  and  photographic  press  had 
had  advance  news  of  the  material  (as 
well  as  samples  for  test)  some  weeks 
earlier.  It  is  a  truly  remarkable  material 
with  special  characteristics  of  its  own 
— it  has  been  described  as  silver-less 
but  this  is  not  strictly  true  for 
silver-halides  are  used  in  its 
manufacture.  The  silver  is  removed 
in  processing,  in  a  special  chemistry 
designed  to  work  best  with  it,  so  that 
the  resulting  negative  is  a  silverless 
dye-image. 


German  debut 


Ilford  rate  it  at  400ASA,  but  it  can 
be  "pushed"  to  1 ,600ASA  so  that  when 
available  (there  has  been  some 
resentment  about  the  fact  that  it  is  to 
be  marketed  first  in  Western  Germany 
for  export  reasons)  it  should  be  of 
prime  interest  to  professionals  and  also 
to  the  "advanced  amateur". 

By  one  of  those  strange 
coincidences,  Agfa-Gevaert  also 
announced  at  photokina  that  it,  too, 
had  a  similar  kind  of  new  material  of 
which  the  designation  is  Agfapan 
Vario  XL  Professional.  It  may  be 
processed  in  Agfacolor  Process  F, 
AP70  or  Kodak  C41  chemistry.  The 
word  "Vario"  refers  to  the  fact  that 
the  speed-rating  is  given  as  125ASA 
to  1600 AS  A— or  22  to  33  DIN,  as  it 
is  claimed  that  a  variety  of  differently- 
rated  exposures  may  be  given  to  the 
same  film. 

Mention  of  new  materials  and  their 
processing  raises  an  interesting  point. 
In  times  of  affluence,  interest  in 
home-processing  appears  to  decline, 
but  in  leaner  times,  there  is  often  a 
return  to  practical  work  by  the  more 
serious  amateur  or  even  the  newcomer 
to  photography.  Stimulation  of  this 
interest  could  well  result  in  additional 
sales  of  sensitive  materials,  both 
black-and-white  and  colour,  as  well  as 
of  darkroom  "kits"  and  so  on.  Those 
offered  by  Kindermann,  Paterson  and 
3M  might  well  be  investigated  by  the 
alert  dealer. 

UK  suppliers  and  service 
organisations  were  well  represented  on 
a  group  of  stands  under  the  aegis  of 

Concluded  overleaf 
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PHOTOKINA  '80 


Less  for 
consumers 

Concluded  from  previous  page 

The  British  Photographic  Export 
Group.  This  was  one  of  the  largest 
displays  which  the  Group  has  had  over 
a  number  of  years  and,  generally, 
the  business  which  was  done  was 
reported  to  be  very  satisfactory. 
However,  some  difficulties  were 
experienced  simply  because  the  most 
recent  photokina  had  been 
re-arranged  into  broad  product  groups, 
eg  consumer,  audio-visual,  professional, 
motion-pictures,  television  and  so  on, 
while  the  UK  Group's  exhibiting 
companies  covered  a  wide  variety  of 
interests  on  one  site.  At  the  next 
photokina  (which  is  scheduled  for 
Tuesday  October  5  to  Sunday 
October  10,  1982)  it  may  well  happen 
that  specialist  groups,  under  the 
BPEG  umbrella,  will  be  found  in  the 
appropriate  hall  or  halls. 


Independent  displays 


But  not  all  of  the  UK  companies 
exhibited  in  the  main  area;  many  had 
their  own  independent  displays,  eg 
Focal  Press,  Paterson,  Tudor 
Photographic  Group  and  others. 
On  the  stand  of  the  latter  company 
we  met  representatives  of  Tudor 
organisations  in  Malta,  Africa  and  so 
on  ...  it  is  not  generally  realised  just 
how  widely  distributed  its  interests  are 
in  the  processing  and  allied  fields. 

Apart  from  the  displays  of  new 
items  of  equipment — or,  now-a-days, 
items  which  have  had  a  face-lift  or 
electronics  added  to  them — an 


exhibition  of  the  magnitude  of 
photokina  provides  other  opportunities 
for  study.  Hall  IT  was  largely  devoted 
to  commercial  processing  equipment 
of  the  most  advanced  types.  It  is 
fairly  safe  to  say  that  what  was  a 
relatively  scattered  series  of  small 
establishments  may  now  be  changing 
into  very  capital-intensive  bulk- 
processing  operations  in  much  larger 
units.  The  equipment  Which  was  shown 
was  complex,  electronically-controlled, 
with  automatic  order-sorting  from 
memory-stores  and  similar  refinements. 
Nevertheless,  it  is  still  felt  that  there 
will  always  be  a  niche  for  the  small 
specialist  processor  who  will  take  a 
personal  interest  in  his  customers' 
work,  charging  appropriately  and 
making  a  viable  success  of  a  rather 
more  labour-intensive  facility. 


Backless  return 


As  a  tail  piece  to  this  report,  it 
was  noted  that  a  small  camera  had 
made  its  re-appearance  after  several 
years.  Originally  it  was  offered  as  a 
plastic  constructional-kit  but  now 
supplied  complete  as  the  Pack  126 : 
a  camera  without  a  back.  The  'back' 
is  a  standard  126  cartridge  which  clips 
under  the  winding-knob  and  on  to  ribs 
on  the  rear  of  the  body,  which  also 
carried  a  socket  for  a  mechanically- 
fired  flash-cube. 

It  is  very  simple  in  concept  but 
will  take  pictures;  there  is  no  film/ 
shutter-wind  interlock,  that  is  it  has 
to  be  cocked  each  time,  no  focusing 
and  the  lens-aperture  and  shutter- 
speed  are  fixed.  It  is  made  in  Vienna 
and  distributed  by  an  American 
company  from  New  York.  In  lots  of 
100  it  costs  about  the  same  as  the 
cartridge  of  black-and-white  film 
which  was  tested  with  it 

One  rather  macabre  presentation 
of  it  was  the  "Car  Box" — a  camera, 
a  flash-cube,  a  measuring- tape  and 
some  pencils  .  .  .  apparently,  its  owner 


Below,  the  Pack  126  and  just  to  prove  it 
works,  part  of  a  photograph  taken  with 
it,  at  about  five  diameters 


would  be  expected  to  photograph  and 
measure  up  the  scene  of  his  accident 
to  provide  evidence  of  his  innocence, 
always  assuming  that  he  or  she  was 
in  a  fit  state  so  to  do!  ■ 


Christmas  re-launch 
for  Halina 

Halina  cameras  are  re-launching  their 
product  range  for  the  Christmas  buying 
period.  Ron  Thorne,  sales  director  says, 
"the  campaign  is  concentrating  on  the 
110  camera,  since  this  is  the  expanding 
end  of  the  popular  photographic 
market." 

An  advertising  campaign  will  run 
through  November  and  December  this 
year  and  includes  a  television  campaign, 
national  Press  advertising  and  colour 
advertising  in  the  popular  Press  backed 
up  with  leaflet  and  POS  material. 
Total  advertising  spend  is  around 
£300,000. 

'Launched  as,  the  "Halina 
sharpshooters"  the  campaign  is  aimed 
directly  at  the  110  mafket  and  there 
are  four  cameras  in  this  range  .  The 
STB  (£30.95),  SB  (£26.95),  RBT3 
(£37.95)  and  the  Autoflip  (£10.01).  In 
addition  a  range  of  compact  35mm 
cameras  are  available,  together  with 
Cine  cameras  and  binoculars.  It  is  also 
anticipated  that  additional  110  cameras 
will  be  available  from  Halina  shortly. 
/.  J.  Silber  Ltd,  Engineers  Way, 
Wembley,  Middx  HA9  0EA.  ■ 

Distributor  expands 
scope  and  range 

Hunter-Penrose  say  that  chemists  and 
other  retail  stockists  of  photographic 
sundries,  can  "very  soon  expedt  'to 
benefit  from  the  nationwide 
distribution  service  of  the  company". 

Hunter-Penrose  Ltd,  which  operates 
through  six  major  sales  centres — 
London  (two),  Birmingham,  Bristol, 
Glasgow  and  Manchester — is  planning 
to  widen  the  scope  and  range  of 
services  they  offer. 

Initially  services  will  be  developed 
in  south  west  England,  where  an 
all-female  team  of  representatives 
based  in  Bristol  has  been  supplying 
industrial  and  commercial  Users  of 
photographic  materials.  It  is  now 
planned  to  expand  operations  in  that 
region  to  take  in  the  retail  trade  and 
supply  leading  brands  of  photographic 
consumables.  ■ 
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nurdiN^Peacock 

The  Cash  and  Carry  Wholesalers 

 Head  Office:  Bushey  Road,  Raynes  Park,  London  SW20  OJ J 


PRODUCT 

SIZE 

COST 

M.R.P. 

R.S.P. 

PROFIT  ON 
RETURN 

Zip  (4p  off) 

24  x  standard 

£4.58 

2,8P« 

inc.  4p  ott 

21.6% 

Steradent  Tablets 

12x30's 

£4.44 

54p 

21.2% 

Colgate  Toothpaste 

12  x  large 

£2.84 

35p 

22.2% 

Colgate  Toothpaste 

12  x  standard 

£1.89 

am? 

23p 

21.2% 

Lucozade 

12  x  large 

£4.86 

51  p 

8.6% 

Ajax  Scourer  (price  marked  26p) 

24's 

£4.46 

26p 

17.8% 

Sparkle  (6p  off) 

12's 

£5.42 

65p 

inc.  6p  off 

20% 

Radox  Bath  Salts 

6  x  medium 

£1.63 

39p 

19.8% 

Radox  Bath  Salts 

6  x  large 

£2.33 

56p 

20.2% 

Shield  Toilet  Soap  (Price  marked  20p) 

12  x  large 
for  the  price  of  11 

£1.59 

20p 

23.8% 

ALDERSHOT  BRIGHTON 

Tol:  UdnM  (0252)  T.I  :  Brighton  (0273) 

313058/9/0  779731 

AVOHMOUTH  CHATHAM 

Tot:  Araomouth  (0272)  Tol:  Modwoy  (0634) 

825S31  41621 


OFFERS  AVAILABLE  FROM  6th  OCTOBER  until  24th  OCTOBER,  1980 
ALL  OUR  OFFERS  ARE  SUBJECT  TO  AVAILABILITY  AND  VAT  WHERE  APPLICABLE 


COLCHESTER  EASTLEIQH  LOWESTOFT 

T.I  ColchMtor  (0206)     T.I  Southampton  (0703)     T.I  Lowootott  (0S02) 

"281  610818/7/8/9  65166 


NORWICH 


40029 


PLYMOUTH  RE  AUNG  ST  AMIS 

T.I  Plymouth  (0752)        Tol:  flooding  (0734)       Tol  Stamo.  (81 ) 

708111/2/3  MS  738  S2S16 


COWES 

T.I  Cow*.  (0983) 
296511 


■ARNMAM 

Tol:  Y  opt  on  (0243) 
552628 


CHRIST  CHURCH  DAGENHAM 
Tol  Chrlatchurch  (0202)     T.I  01-592  7639 
462071  593  3J01 


HANWELL 

T.I  01-579  5297/8 

IPSWICH 

Tol  loawlch  (0473) 
59059 


LUTON 

T.I:  Luton  (0M2) 
M3366 


NOTTINGHAM 

T.I:  Nottingham  (0602) 

M9676/9 


PORTSMOUTH  MOCUB  WALTHAM  AMCV 

Tol  Portamouth  (0706)  Tol  01-302  6237  T«  LoVWktli) 

63563  71511S 

NC4TTHAMPTON  PETERBOROUGH  RAYNES  PARK  Tol  Southern)  (0703)  WATPORD 

Tol  Northampton  (0604)    Tol  Potoroorough  (0733)     T.I  01  -946  91 11  526341/2  Tel:  Watford  (81) 

53012  231941 


We  do  not  compete  wltn  our  customers  - 
we  neither  own  nor  control  any  retail  shops. 
We  neither  wish  nor  Intend  to  serve  members  of  the  general  pubHc. 


Snap  Secure* 

Tamper  Evident  Packaging 
from  Wragby  Plastics 

Manufactured  in  polypropylene  with  a  polyethylene 
moulded  lid,  snap  secure  is  a  new  tamper-evident 
drug  packaging  container  from  Wragby  Plastics. 
Particularly  suited  to  the  pharmaceutical  industry 
it  is  being  launched  in  six  popular  sizes  from 
approximately  20ml  to  590ml  with  further  options 
promised  in  the  near  future. 
Incorporating  a  'snapped'  tight  cap  the  integral 
tear  off  strip  provides  an  immediate  visual  check 
on  any  attempt  to  open  the  container  and 
ensures  security  in  transit.  Ideal- for  drugs,  pills, 
pastes  and  powders  the  cap  functions  as  a 
normal  snap  closure  once  the  tear  strip  has 
been  removed. 


Fully  tested  to 
BS.1679/4. 
Food  and  drug 
act  approved 
and  meets  EEC 
directive. 


Wragby  Plastics  Limited 

Wragby  Plastics  Ltd.,  Wragby,  Lincoln. 
Tel:  Wragby  (06734)  603. 

Wragby  Plastics  Limited  reserve  the  right 
to  alter  specification  without  notice. 

*Snap  Secure 

A  division  of  Wragby  Plastics  Ltd. 


DE-HOUSE  THAT  LOUSE ! 


IN  THE  RIGHT  PLACE 

The  right  place  is  in  the  home  where  all  family 
contacts  can  be  treated  simultaneously. 
Treating  the  patient  alone  is  not  enough, 
because  head  lice  can  spread  rapidly  and 
easily  to  others. 


AT  THE  RIGHT  TIME 

The  right  time  is  the  evening  when  the  family 
are  together  and  *DERBAC  LIQUID  has  the 
whole  night  to  exert  its  full  effect. 


WITH  THE  RIGHT  PRODUCT 

The  rigjnt  product  is  *DERBAC  LIQUID  with 
Malathion.  It  contains  malathion  0.5%  the  most 
effective  anti-louse  agent  currently  available. 
*DERBAC  LIQUID  with  Malathion  is  non- 
inflammable  -  safe  to  use  in  inexperienced 
hands  and  where  a  fire  hazard  may  be  present. 
It  is  pleasant  to  use  causing  no  embarrassment 
to  the  user. 


USING  THE  RIGHT 
TECHNIQUE 

The  right  technique  is  to  cover  all  areas  of  the 
scalp,  and  to  massage  well  in  paying  special 
attention  to  hair  roots,  fringes,  partings  and 
behind  the  ears.  Leave  to  dry  naturally.  Wash 
with  a  bland  shampoo  and  comb  to  remove 

dead  eggs. 


FOUR  SIMPLE 
TREATMENT  STEPS. 

FOUR  GIANT 
STRIDES  TOWARDS 

ERADICATION. 

DERBAC  LIQUID 

WITH  MALATHION 

-the  Family  Pack  for  the 
family  head. 

•DERBAC  Liquid  with  Malathion.  Warnings,  precautions.  Keep  out  of  the 
eyes  and  out  of  reach  of  children.  Do  not  treat  children  under  six  months  except 
on  medical  advice.  Clinic  workers  in  regular  contact  with  the  product  should 
wear  rubber  gloves.  For  external  use  only.  Do  not  use  more  than  once  a  week 
for  three  weeks. 

For  the  effective  treatment  of  pediculosis.  P.L  0102/0005.  Further 
information  and  data  sheets  are  available  from  Bengue  and  Co.  Limited,  St.  Ives 
House,  St.  Ives  Road,  Maidenhead,  Berks. 

*DERBAC  is  a  trademark. 


LINCS  LPC  CONFERENCE 


Publicise  your  role, 
pharmacists  told 


Pharmacists  must  "come  out"  to 
ensure  that  the  public  are  aware  of 
the'ir  essential  role  in  the  health  team. 

That  message  was  brought  to  the 
seventh  annual  conference  of 
Lincolnshire  Local  Pharmaceutical 
Committee  on  Sunday  by  Mr  Michael 
Fallon,  parliamentary  consultant  to 
the  Pharmaceutical  Services 
Negotiating  Committee,  and 
Mr  G.  N.  Henderson,  the  PSNC's 
public  relations  consultant. 

Mr  Fallon  forecast  that  the 
economic  environment  in  the  1980s 
would  force  the  nation  to  make  choices 
in  respect  of  public  expenditure.  The 
watchword  would  be  cost-effectiveness, 
and  pharmacists  could  not  stand  aside 
from  that  examination.  The  80s  would 
be  a  time  of  scrutiny,  accountability 
and  transparancy,  with  people  wanting 
to  know  and  be  involved  in  how  the'ir 
money  was  spent. 

Drugs  bill  debate 

The  size  and  importance  of  the 
drugs  bill  would  come  to  the  top  of 
the  agenda  and  ways  would  be  sought 
to  reduce  waste.  Pharmacy  must 
prepare  for  this  examination, 
Mr  Fallon  suggested,  but  the  profession 
was  beginning  with  a  low  public 
understanding  of  its  role.  The  way  the 
pharmacist  was  paid  in  the  NHS  was 
obscure  and  unless  it  was  clarified  in 
the  public  mind  fhe  profession  would 
pay  for  the  obscurity. 

The  government  and,  for  example, 
the  Health  Education  Council  had  paid 
lip  service  to  the  profession's  role, 
but  it  was  up  to  the  profession  itself 
to  get  the  message  across.  First  some 
of  the  "jargon"  should  be  changed 
— Mr  Fallon  supported  Mr  Sharpe's 
call  for  something  to  replace  "OTC" 
and  he  objected  to  the  use  of 
"Clothier"  as  a  catch-phrase.  A  start 
might  be  made  with  "basic  practice 
allowance",  because  much  could  flow 
from  its  recognition  of  the  pharmacist's 
primary  role. 

As  "front  man"  in  the  health 
service  the  pharmacist  should  be  able 
to  think  of  ways  to  bring  out  his/her 
importance.  Examples  might  be  the 
provision  of  special  services  for  the 
elderly  and  in  rural  Villages  where 
there  was  a  decline  in  health  care. 

Other  professions  would  envy 


pharmacy's  status,  but  that  status  also 
involved  a  responsibility  to  maintain 
the  standing  with  the  public. 
"Pharmacy  as  a  profession  must  now 
profess,"  Mr  Fallon  concluded. 

Mr  Henderson  confessed  himself 
being  "here  to  motivate  you  to  do 
something".  He  did  not  know  what 
the  profession  was  collectively  proud 
of:  it  seemed  to  feel  beleaguered  but 
it  should  be  proud  that  it  was  the  only 
part  of  the  health  service  available, 
without  hindrance,  during  normal 
working  hours.  Himself  a  vet, 
Mr  Henderson  suggested  pharmacy 
needed  a  "James  Herriot"  "and  could 
have". 

The  positive  approach  was  to  get 
to  know  opinion  leaders  in  the 
community  and,  having  found  out 
what  they  thought  of  pharmacy,  to 
to  educate  them.  Pharmacists  should 
take  a  pride  in  their  profession  and 
make  that  pride  infectious,  spreading  it 
to  both  colleagues  and  the  public. 
The  first  step  should  be  concern  with 
the  appearance  of  premises. 

But  while  it  was  up  to  the 
individual  to  do  something  about  his 
image  the  Pharmaceutical  Society's 
decision  not  to  increase  expenditure  on 
public  relations  should  also  be 


re-examined.  The  Law  Society  had 
seen  the  need  to  advertise 
the  profession  and  pharmacy  should 
consider  it  too.  In  terms  of  cost-benefit 
and  expenditure,  it  was  necessary  to 
give  thought  to  what  a  campaign  was 
hoping  to  achieve,  Mr  Henderson 
suggested — "ft  comes  down  to  securing 
the  future  of  your  business". 

An  immediate  positive  move  would 
be  to  ensure  the  public  knew  the  truth 
about  prescription  charges  before  they 
went  up  on  December  1.  It  was 
recommended  that  charges  should  be 
described  as  a  "tax" — a  more  correct 
interpretation.  It  must  be  pointed 
out  that  the  pharmacist  was  only  a 
tax  collector,  that  he  did  not  seek  the 
tax  and  did  not  like  it.  The  PSNC  was 
considering  a  new  poster  on  the 
subject,  drawing  attention  to  the  "tax" 
aspect  in  the  headline.  Pharmacists 
could  also  Win  friends  by  pointing  out 
the  value  of  buying  prepayment 
certificates  before  the  increase  on 
December  I . 

Finally,  Mr.  Henderson  suggested 
each  pharmacist  present  should  start 
his  own  campaign  "tomorrow"  by 
standing  outside  his  premises  and 
examining  its  appearance.  In  the 
High  Street  he  was  in  competition 
with  retailing  experts,  but  he  could, 
for  example,  invite  students  at  the 
local  art  school  to  design  a  window  for 
him.  The  second  immediate  action  he 
recommended  was  that  each  pharmacist 
should  recruit  one  other,  not  present 
at  the  meeting,  to  his  way  of  thinking. 


The  community's  view  of  the  NHS 


Satisfaction  with  the  National  Health 
Service  is  in  inverse  ratio  to  the  contact 
patients  have  had  with  the  service. 

That  was  the  contention  of 
Miss  Ellen  Wood,  secretary  South 
Lincolnshire  Community  Health 
Council,  opening  a  session  on  "The 
community  and  the  NHS."  She  said 
that  while  the  majority  of  patients 
were  very  happy  with  the  service, 
public  expectation  had  advanced  in 
recent  years  with  the  media  suggesting 
that  miracles  should  be  considered  an 
everyday  occurrence.  Patients  sought  a 
pill  or  potion  for  every  ill  and  knew 
they  were  paying  for  them  out  of  tax. 

Consumer  protection  legislation 
had  made  the  public  aware  they  could 
make  a  fuss  if  they  did  not  receive  the 
expected  standard  of  attention.  The 
CHC  therefore  received  complaints, 
but  it  did  not  exist  solely  to  find  fault 
— it  was  there  to  help  the  patients 
with  a  grievance.  The  agrieved  and 
the  bereaved  were  not  always  the  most 


rational  people,  and  often  they  would 
find  an  explanation  easier  to  accept 
when  backed  by  an  impartial  body. 
There  were  two  faces  of  truth — 
"the  truth  is  what  we  see;  untruth  is 
what  others  see". 

Most  complaints  arose  from  failures 
in  communication,  and  Miss  Wood 
suggested  that  health  professionals 
would  prefer  CHCs  or  the  Ombudsman 
dealing  with  a  problem  rather  than 
having  it  aired  on  television  by  "slick 
operators — which  did  nothing  for 
health  service  morale. 

CHCs  were  unable  to  question 
clinical  judgment  but  the  speaker 
wondered  whether  doctors  might  not 
be  better  advised  to  allow  the 
Ombudsman  to  examine  this  area. 
Complaints  against  general 
practitioners  were  a  major  source  of 
aggravation.  However,  CHCs  got 
"short  shift"  from  FPC  service 
committees  when  acting  as  a  "friend" 
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The  community 
and  the  NHS 


(as  defined  under  the  NHS  Acts)  to 
the  patient.  Correspondence  was  in 
language  with  the  "warmth  of  the 
Daleks"  and  was  sufficient  to  "fix" 
most  complaints.  It  came  as  a  nasty 
surprise  to  most  people  to  find  that 
the  FPC  was  both  judge  and  jury  and, 
representing  contractors,  it  could  not 
be  seen  as  impartial.  Finally,  if  a 
complainant  did  not  succeed  he 
received  the  results  with  a  covering 
note  setting  out  the  Secretary  of 
State's  power  to  award  costs  in  the 
event  of  an  appeal.  The  complainant 
ended  up  angry  and  resentful  towards 
the  entire  NHS. 

Miss  Wood  concluded  that  the 
regulations  were  being  complied  With, 
but  the  spirit  was  missing.  And 
speaking  herself  as  a  former  AHA 
administartor,  she  added:  "When 
administrators  forget  their  humanity, 
can  you  blame  the  public  for  regarding 
them  as  bloody-minded  bureaucrats?" 

Mr  C.  M.  Clothier,  Parliamentary 
Commissioner  for  Administration  and 
Health  Service  Ombudsman — speaking 
to  a  pharmaceutical  audience  for  the 
first  time — expressed  disappointment 
that  the  rural  dispensing 


recommendations  of  the  committee 
he  had  chaired  three  years  ago  were 
still  some  way  from  implementation. 

He  outlined  the  way  in  which 
Ombudsman's  responsibilities  were 
carried  out,  stressing  that  it  was 
failures  in  administration  that  were 
investigated,  not  decisions.  On  clinical 
judgment  he  was  unwilling  to  express 
a  view  since  it  was  a  political  question, 
but  he  believed  the  professions 
themselves  should  contrive  some 
mechanism  for  review.  In 
Mr  Clothier's  experience  people  were 
not  seeking  retribution  or 
compensation,  but  an  explanation 
coupled  with  an  investigation  to 
prevent  further  occurrence  of  an  error. 
They  did  not  wish  to  go  to  the  courts 
to  allege  negligence,  but  if  there  were 
no  procedure  they  might  be  forced  in 
that  direction  since  the  public  today 
were  less  willing  to  accept  their  fate 
unquestioningly. 

Further  scope 

Another  area  falling  outside  the 
Ombudsman's  scope  was  personnel 
matters.  It  was  said  there  were  other 
mechanisms  of  redress,  but  his  office 
received  a  stream  of  requests  for 
investigation,  and  Mr  Clothier 
believed  he  could  do  more  than  unions 


and  staff  associations  because  of  his 
wide  powers.  Similarly,  he  could  not 
become  involved  in  contractual  or 
commercial  matters  between  the  NHS 
and  its  suppliers,  but  believed  he  should 
be  able  to — as  had  been  recommended 
by  a  Commons  select  committee  more 
than  once. 

It  was  said  the  Ombudsman  lacked 
teeth,  but  he  was  backed  by  the 
committees  of  the  House  and  made 
his  reports  to  the  House.  If  he  were 
to  report  that  a  finding  of 
maladministration  had  not  been 
remedied  the  select  committee  would 
question  the  Minister,  Who  would  have 
to  answer.  That  sanction  was  enough 
in  99  per  cent  of  cases.  His 
investigative  powers  were  those  of  the 
High  Court  and  he  could  demand  any 
document,  confidential  or  secret,  and 
summon  any  witness;  any  obstruction 
counted  as  contempt  of  court. 

During  the  discussion  Mr  Gilbert 
Peet,  Grantham,  pointed  out  to 
Miss  Wood  that  the  Lincolnshire 
FPC  had  an  "unofficial"  complaints 
system  in  Which  a  problem  could  be 
discussed  informally — for  example 
with  a  doctor  from  a  different  area. 

Mr  E.  Storey,  FPC  administrator, 
added  that  service  committee 
procedure  was  controlled  by  law,  and 
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Specially  developed  to  be 
just  like  ordinary  crackers 
and  crispbreads. 
Eat  straight  from  the  packet, 
on  their  own, with  cheese, 
salad  or  savoury  spreads. 


Available  from  all  leading 
chemists. 

Suitable  for  all  patients  requiring 
a  gluten-free  diet  for  the  treatment 
of  gluten-sensitive  enteropathies. 

Other  GF  Brand  Products: 
Thin  Wafer  Bread, 
Maize  Biscuits  with  Hazelnuts, 
Maize  Biscuits  with  Chocolate. 


Manufactured  exclusively  for  G.F.Dietary  Supplies  Ltd. 
For  further  details  please  contact 


a  GLUTEN  FREE 

Cracker 


G.F.  DIETARY  (2L 
SUPPLIES  LTD.  *r 

7  Queensbury  Station  Parade, 
Queensbury.  Edgware.  Middx.  HA8  5NP 
Telephone:  01  951  1977/8  Telex:  21875 
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There's  never  been 
a  better  time  than 
now  to  modernise 

your  shop 

Here's  why: 


Modernising  now  will  make  you  more 
competitive  -  right  away! 

You'll  sell  more  to  existing  customers, 
and  gain  new  ones  too,  by 
professionally  modernising  your  shop 
the  Storeplan  way.  So  even  if  the 
cake's  not  getting  any  bigger,  you  will 
gain  a  larger  slice.  When  things  really 
begin  to  move,  you'll  be  in  a  position 
to  take  advantage.  Competitors  will 
be  left  standing. 


And  it  could  cost  you  nothing 

Fact;  in  most  outlets  we've 
modernised,  turnover  has  gone  up  by 
a  minimum  of  25  % .  But  the  profit 
on  an  increased  turnover  of  only  5  % 
is  enough  to  pay  for  your  refit  in 
three  years.  So  every  per  cent  over  the 
five  in  increased  profit  is  yours  to  do 
what  you  like  with.  And  with  leasing, 
lease  purchase  or  hire  purchase  it 
can  be  even  easier. 


Get  Stow 


in 


mil 


Send  me  the  facts. 

I  want  to  get  things  moving. 

Name 


I 

I 
I 


Company 


Address 


SHOP  INTERIOR  SPECIALISTS 


I   

I   

I    Tel.  No. 


Storeplan  Ltd.,  48,  Towerfield  Road,  Shoeburyness, 
Southend-On-Sea,  Essex  SS3  9QT.  Telephone:  03708  6911. 
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Stop  that  forced  entry ! 


premium  you  may  have  to  pay.  The  stock  he 
removes  could  be  difficult  to  replace  quickly. 
He  will  certainly  benefit  from  your  misery.  For 
much  less  than  the  cost  of  a  colour  T.V.,  a 
carton  of  cigarettes  or  a  moderate  piece  of 
jewellery,  you  can  stop  that  criminal  now! 
Fitted  to  the  entrance  of  any  otherwise  secure 
room,  residential  or  office,  and  you  literally  ha\ 
the  equivalent  of  a  SAFE! 

Magnet  Southerns 

MAXIMUM 
SECURITY 

DOOR 


Magnafort 

Galvanised  steel  clad,  secured  on  all  edges  by  a 
unique  four  point  locking  system  and  factory 
fitted  with  its  own  subframe.Weatherseal, 
security  chain  and  door  viewer  are  all  included 
and  the  complete  unit  is  easily  fitted  in  the 
rebate  of  a  conventional  doorframe.  The  internal 
timber  and  polyurethane  construction  provides 
greater  thermal  insulation  value  than 
conventional  doors  and  it's  available  now! 

Three  other  doors, 


See  for  % 
yourself- 

Magnafort  and  other  .:, 
security  and  safety  products  on  display  in 
ail  200  Magnet  &  Southerns'  depots 
-  there's  one  near  you.  We're  in  the  phone  book! 

Magnet  &  Southerns 

Head  Offices.  Royd  lngs  Avenue,  Keighley,  West  Yorkshire  Phone  (0535)  61 133 
Sasco  House,  Mill  Lane,  Widnes,  Cheshire  Phone  (051  424)  5500  .  : 


m 

m 


Washington,  Boston  and 
Toledo  similarly  steel  clad 
but  without  the  four  point  locking 
system  are  also  available! 

,  Washington  Boston  Toledo 


i    I  i 

/  ✓The  time  taken,  the 

■  ■  degree  of  force 
necessary  and  noise 
created  to  break  in  to 
Magnet  &  Southerns' 
I  Magnafort  security  door 
could  prevent  99%  ■■ 
of  forced  entries  J  J 

-Crime  Prevention  Officer, 
Metropolitan  Police. 
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Lines  LPC/Community  and  NHS 
Concluded  from  p560 

it  was  therefore  necessary  to  use 
specific  forms  of  words.  Many  GPs 
coming  before  the  committee  were 
very  concerned  and  as  nervous  as  the 
complainant,  and  often  their 
professional  colleagues  "sat"  on  them 
even  more  than  did  lay  members. 

Miss  Wood,  however,  asked  Why 
there  were  complaints  if  everything  in 
the  garden  was  lovely.  There  was 
nothing  to  prevent  the  legal  wording 
being  supplemented  by  expressions  of 
regret  that  a  complaint  had  been  felt 
necessary,  for  example. 

'Mr  G.  K.  Benton,  Bardney, 
speaking  as  a  contractor,  wanted  CHCs 
to  be  biased.  He  believed  the 
complaints  procedure  should  be  taken 
away  from  the  FPC  so  that  service 
committees  were  seen  to  have  a 
separate  identity.  The  same  speaker 
expressed  concern  about  future 
confidentiality  of  patient  records, 
particularly  if,  as  suggested  at  the 
Newcastle  Conference,  pharmacies 
might  be  on-line  to  combined  records 
in  an  area.  Mr  Clothier  replied  that  the 
question  had  been  considered  by  the 
Data  Protection  Committee  which  had 
proposed  setting  up  an  authority  to 
initiate  safeguards.  It  was  also 
recommended  that  the  Ombudsman 
should  supervise  their  proper 
administration. 

The  'big  dipper'  is 
alive  and  well 

The  "big  dipper"  of  prescription 
pricing  anomalies  identified  in  papers 
in  C&D  earlier  this  year  "is  alive,  well, 
and  living  in  all  parts  of  Lincolnshire." 

That  was  reported  to  the  conference 
by  Mr  Noel  Baumber,  who  had 
examined  the  effect  of  the  differential 
on-cost  scale  on  net  profit.  In  one 
instance,  two  contractors  had  a 
difference  in  net  ingredient  cost  of 
only  5.06  per  cent,  but  the  net  on-cost 
(profit  related  to  the  cost  of  stock) 
differed  by  27.9  per  cent  in  favour  of 
the  contractor  who  had  dispensed 
1,133  fewer  items.  Mr  Baumber  said 
that  until  the  scale  was  changed 
contractors  would  go  on  accumulating 
errors  in  payments — which  could  be  as 
high  as  £160  per  month. 

Corrective  action? 

In  fact,  corrective  action  may  be 
taken.  Mr  Baumber  quoted  from  Mr 
Alan  Smith's  reply  on  the  subject: 
"The  PSNC,  with  the  help  of  its 
consultant  statistician,  is  pursuing  the 
possibility  of  either  redesigning  both 
the  on-cost  and  the  discount  scale  with 
'parallel  graduations'  or  the  possibility 
of  having  a  combined  discount  on-cost 
scale  similar  to  that  used  in 
Australia".  ■ 


President's  refit 


Mr  Sharpe's  laudable  objective  of 
getting  things  "right"  is  an  inspiration 
and  possibly  an  example  (C&D 
September  20,  p442). 

I  am  getting  a  little  bit  old  and 
correspondingly  old-fashioned.  But 
considering  Mr  Sharpe's  presidency 
of  the  Society  may  I  ask,  in  all 
sincerity,  whether  the  size  of  the  word 
"pharmacy"  truly  reflects  a  dignified 
professsion? 

Undoubtedly,  the  "hours  of 
opening"  comply  with  our  code  of 
ethics  but  it  is  not  so  long  since  I 
was  informed  that  an  illuminated  sign 
proposed  for  my  window  should  be 
restrained  in  size. 

One  wonders,  too,  about  the 
statement  that  "prescription  business 
has  been  developed  with  late  opening". 
Did  the  rota  system — presumably 
there  was  one  among  the  four 
pharmacies — break  down?  Some  of 
us  remember  the  run-up  to  the  NHS 
when  our  negotiators  had  to  fight 
With  the  government  of  the  day  to 
achieve  this  benefit  in  the  interest  of 
public  service. 

Less  seriously,  I  am  intrigued  by 
four  milk  bottles  outside  each 
external  door.  Two  milkmen? 
Two  cats?  There  must  be  a  better 
reason.  And  that  dispensary  door! 
I  can  just  picture  Mr  Sharpe  (for 
whom  I  voted)  coming  through  with 
pistols  blazing,  in  best  John  Wayne 
fashion,  to  shoot  me  down. 
S.  C.  Field 
Penzance,  Cornwall!. 


Electric  potential 

Xrayser's  scepticism  (September  20) 
of  manufacturers  and  wholesalers 
sudden  conversion  to  chemists  as 
active  outlets  for  selling  their  electrical 
goods  is  not  without  foundation. 
With  the  market  cut  up  between  the 
High  Street  multiples,  department 
stores  and  out-of-town  hypermarkets, 
and  manufacturers  promoting  volume 
orders,  it  is  at  first  difficult  to  see  how 
the  independent  chemist  can  compete 
without  a  considerable  set  of  helping 
hands.  But,  compete  he  can! 

The  chemist  has  earned  himself  a 
number  of  attributes  that  give  him  a 
selling  edge.  He  has  a  captive  audience 
in  his  shop  for  quite  a  long  duration; 
he  has  enormous  credibility  with  his 
customers  that  any  other  retail  outlet 
would  give  their  right  arm  for;  he  has 
an  exceptional  professional  standing 
in  personal  oare  matters;  he  usually 


has  a  loyal  iocal  following,  and  he  has 
a  prominent  site  in  his  shopping  area. 

What  he  did  not  have  until 
recently  was  the  ability  to  buy  low 
volume,  at  competitive  prices,  to 
capitalise  on  his  almost  unique 
attributes.  He  had  also  lost  the 
current  product  knowledge  and 
promotion  power  that  is  essential  to 
the  selling  of  electricals. 

Given,  however,  that  a  chemist  can 
buy  in  small  quantities  as  demand 
dictates  without  tying  up  precious 
capital,  also  that  he  can  buy  single 
items  at  bulk  prices,  and  that  he  can 
have  speedy  reliable  delivery  so  stocks 
don't  run  out — I  believe  he  has  the 
opportunity  to  recreate  the  profits 
lost  to  him  for  many  years. 

Obviously,  such  a  revival  has  to  be 
tempered  by  the  market  conditions 
surrounding  the  chemist's  site.  If  there 
is  a  Currys  or  Comet  next  door,  then 
the  chances  of  success  are  limited. 
Product  choice  is  also  important.  How 
often  have  you  heard  a  woman  ask 
someone  in  a  conventional  electrical 
retailers  how  a  depilatory  cream's 
efficiency  compares  with  a  wax 
removal  set?  Promotion  is  also 
important.  Good,  bold  displays  of  the 
products — if  not  in  the  Window,  then 
at  the  counter — make  sure  they  are 
well  presented.  A  few  shavers  scattered 
around  will  never  label  you  as  a  serious 
outlet  for  Braun  or  Philips. 

Stay  With  brand  leaders.  They 
guarantee  you  a  "bite  of  the  cherry". 
As  for  manufacturers;  ever  since  BDC 
took  up  the  chemist's  cause  in  1979 
we  have  had  nothing  but  a  receptive 
ear  and  constant  support  from  our 
manufacturers.  So  far  we  have 
experienced  an  astonishing  growth  in 
demand  for  electrical  goods  from 
chemists  keen  to  add  extra  profits  to 
their  ever-shrinking  pile  of  NHS 
income.  This  reaction  has  now 
encouraged  us  to  start  creating  special 
chemist  packs  and  securing  products 
especially  suited  to  the  chemist's 
market.  How  successful  this  stage  will 
be  depends  largely  on  the  success  of 
the  chemists  themselves. 

Not  everyone  will  succeed  in  this 
highly  competitive  field.  Local  market 
conditions  can  be  hostile.  Staff  may 
not  react  to  training.  Space  may  be 
unavailable  for  a  realistic  display. 
Many  facts  can  legislate  against  a 
chemist  re-entering  this  market.  But 
let  us  not  discourage  those  with 
favourable  selling  conditions  and  the 
right  commitment. 
Rysiek  Tomczyk 
Marketing  manager. 
British  Distributing  Co 
London  N8 
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Prospects  No  57  4th  Quarter  1980"; 
Marketing  Department,  Manpower 
Ltd,  National  Westminster  House, 
The  Grove,  Slough,  Bucks.  ■ 


Gloomy  Christmas  say 
retailers  in  survey 


Miles  expansion 


Job  prospects  in  retailing  and 
distributive  trades  over  the  next  three 
months  have  fallen  still  further, 
according  to  a  survey  of  1,521  "major 
employers". 

Now  only  32  per  cent  of  retailers 
plan  to  increase  their  staff  for  the 
Christmas  build  up  period,  "well  below 
usual  recruitment  forecasts  at  this 
time,"  and  15  per  cent  plan  staff  cuts, 
report  Manpower  Ltd. 

Employers  in  the  retailing 
industries  generally  believe  that  the 
recession  will  stay  until  "well  into 
1981"  and  are  taking  urgent  steps  to 
protect  liquidity  by  controlling  staff 
overheads,  against  a  background  of  low 
demand  and  steady  increases  in  direct 
costs :  "The  present  forecasts  in 
retailing  make  a  disturbing  contrast 
with  the  same  quarter  at  this  time  last 
year,  when  only  9  per  cent  of 
employers  planned  staff  cuts  and  no 


less  than  52  per  cent  expected  staff 
increases,"  the  survey  says. 

Job  prospects  in  the  distributive 
trades  are  "even  more  gloomy".  Now 
21  per  cent  of  employers  plan  staff 
cuts  compared  with  only  7  per  cent 
last  Christmas,  and  17  per  cent  will 
take  on  extra  staff  compared  with 
29  per  cent  last  year. 

Chemical  manufacturers  are 
pessimistic  too,  with  27  per  cent 
planning  a  reduction  in  staffing  levels, 
against  7  per  cent  in  the  last  quarter  of 
1979.  Some  7  per  cent  expect  to  take 
on  more  employees,  Whereas  18  per 
cent  thought  they  might  last  year. 

Overall  the  situation  has  declined 
with  29  per  cent  of  employers  in  all 
employment  sectors  across  the  UK 
expecting  to  cut  back  on  their  staff 
in  the  next  three  months,  but  only 
12  per  cent  planning  to  take  on  staff. 
"Manpower  Survey  of  Employment 


Miles  Laboratories  Ltd  are  buying  their 
factory  at  Bridgend  in  a  £1.3  million 
deal  with  the  Welsh  Development 
Agency,  their  current  landlords. 

The  company  plans  to  extend  the 
167,000sq  ft  factory  by  10,000sq  ft 
and  another  20,000sq  ft  extension  is  due 
to  follow  shortly.  Miles  hope  that 
longer-term  plans  for  development  will 
create  substantial  additional 
employment.  Mr  Gregory  Hinds, 
director  of  operations,  says:  "We  are 
hoping  that  at  least  two  new  product 
lines  will  be  introduced  at  Bridgend 
and  this  will  result  in  a  considerable 
expansion  of  our  operation." 

They  currently  make  200m  Alka- 
Seltzer  tablets  a  year  at  Bridgend  as 
well  as  allergens  and  diagnostic  strips 
for  urine  and  blood  analysis. 

The  company  has  been  a  tenant  on 
the  WDA's  Bridgend  Industrial  Estate 
for  about  30  years  and  employs  nearly 
500  people.  Two  years  ago  the 
company's  American  parent  was  taken 
over  by  Bayer  AG.  ■ 


More  Business  News  on  p566 


«yii'K»»fHi'»'»'>Wt'^  —  

" 'iililiiiiiiiiiiiliiiiii 

iiiiiiiiiliiijiiiiii; 
■*i«5;ii§*2!i!i!5!!f! 


The  Triangle  Trust  helps  people  of  the 
Pharmaceutical  Industry 


The  Triangle  Trust  1949  Fund  is  an  independent  charitable 
trust  administered  by  a  Board  of  Trustees.  Its  primary  aim  is 
the  relief  of  hardship  or  distress  in  the  case  of  people  and  their 
dependents  employed,  or  formerly  employed  in  the  pharmaceu- 
tical industry  in  Great  Britain  and  the  British  Commonwealth. 
Such  relief  may  include  assistance  with  the  educational  expen- 
ses of  children. 

The  Trustees  are  also  prepared  to  consider  applications  for 
financial  assistance,  beyond  the  scope  of  an  employer's  respon- 
sibilities, with  education  or  training  in  general  subjects,  includ- 
ing music  and  the  arts. 

For  additional  information,  or  to  apply  for  assistance,  write  to : 
The  Secretary,  Dept  CD,  The  Triangle  Trust  1949  Fund, 
Clarges  House,  6-12  Clarges  Street  London  W1Y  8DH. 


Carnation  Corn  Caps. 

Cuxson,  Gerrard  &  Co.  (Dressings)  Ltd.,  Oldbury, 
Wariey.WestMidlands,  B693BB.Tel:021-5521355. 
Available  from  all  main  U.K.  Wholesalers  and  Agents. 
Distributed  in  the  Republic  of  Ireland  by  Ovelle  Ltdo 
The  Ramparts,  Dundalk. 
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SURGICAL  ELASTIC  HOSIERY 
BELTS  —  TRUSSES 

•  TWO-WAY  STRETCH  ELASTIC  YARN 

•  FLATBED  KNIT  &  CIRCULAR  KNIT 

•  NYLON  LIGHTWEIGHT  STOCKINGS 

•  NYFINE  LIGHTWEIGHT  TIGHTS 

•  SEAMLESS  ONE-WAY  STRETCH 

•  NYLON  NET 

Stock  Sizes  or  Made-to-Measure 
Obtainable  direct  or  through  your  wholesaler.  Write  for  literature. 
Stock  Belts  (Abdominal  and  Spina.)  -   Elastic  Band  Trusses -^oc^S.raps 
Suspensory   Bandages      -      Athletic  5>nps 

Vernon   Works,   Basford,  Nottingham 
E.     SALLIS     LTD.      Phone:  787841/2  Grams:  Eeslness 
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Isn't  it  time 
you  gave  your 

sales  a 
vitamin  boost? 


As  you  know,  the  neighbourhood 
chemist  is  more  than  a  local  shop.  It's  a 
professional  institution.  So  it's  inevitable  that 
your  customers  expect  your  shop  to  be  cleaner 
and  more  efficient  than  other  stores. 

But  that  can  be  a  problem  in  a  smaller, 
busy  chemist.  And  if  your  shop  is  not  seen  to 
live  up  to  your  customers'expectations,  they 
may  well  take  their  custom  elsewhere,  resulting 
in  reduced  profits  for  you. 

How  can  you  prevent  that  happening? 
You  need  attractive  shopfitting  equipment  to 
display  your  stock  at  its  best.  You  need  a.  shop 
layout  which  ensures  that  all  your  products  are 
easily  available  to  both  customers  and  staff. 
And  you  need  them  designed  to  work  together 
in  such  a  way  that  your  shop  can  be  kept  clean, 
neat  and  attractive  with  the  minimum  of  effort, 
so  your  staff  have  more  time  to  provide  a  good 
efficient  service. 

In  short,  you  need  Showrax. 

Showrax  is  part  of  the  Northfleet  Group, 
a  company  whose  unrivalled  expertise  and  up- 
to-date  designs  in  shopfitting  over  the  last  20 
years  have  made  it  the  market  leader.  It's  a 
position  we're  proud  of.  A  position  which  we 
reinforce  day  after  day  by  helping  to  increase 
the  profit  of  our  customers.  And  we  mean  to 
keep  that  record. 

Which  is  why  Showrax  employ  45 
specially  trained  regional  sales  consultants, 
always  available  to  solve  your  specific 
problems,  and  back  them  with  equally  highly 


trained  designers,  production  staff  and 
installation  teams. 

It's  also  why  our  Showrax  range  is  being 
continually  updated,  redesigned  and  expanded 
to  meet  modern  retailing  needs.  And  to  make 
sure  you  receive  the  best  products  at  the 
lowest  possible  prices,  everything  from  buying 
the  raw  material  to  final  installation  is  carried 
out  within  the  Northfleet  Group. 

It  all  adds  up  to  increased  sales.  And 
with  that  sort  of  boost,  your  profits  will  be  a 
great  deal  healthier. 

Get  the  full  facts  by  sending  off  the 
coupon  today. 


Please  send  this  coupon  to  Steve  Lovett, 
The  Northfleet  Group,  Tower  Works,  Gravesend, 
Kent  DAI  19BE.  Tel:  0474-60671. 

Please  send  me  further  information  about  Showrax  [~\ 
Please  arrange  a  meeting  with  my  local  consultant  F] 

Name 

Address 


CD/4/1 


n 


Tel.  no. 


The 
Northfleet 


Group 


SHOWRAX 
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Nicholas  earnings 
break  record 


Nicholas  International  Ltd  have 
reported  a  further  increase  in  earnings 
to  a  record  AS8.09  million  (A$6.47m) 
for  th  year  ending  in  June. 

Tn  announcing  these  results 
Nicholas  say  particular  features  of  this 
year's  sales  were  the  successful  launch 
of  Tpso  fruit  drops  in  the  UK  and 
Switzerland,  the  continuing  progress 
of  skin  creams  in  US  and  Africa  and 
steady  gains  for  Aspro  Clear, 
Staminade,  and  Almay. 

In  the  US,  although  total  sales  were 
ahead  of  last  year,  the  development  Of 
Vigorol  hair-care  products  is  "still  well 
below  expectations,"  but  AMBT  skin 
creams  have  made  good  progress  with 
a  30  per  cent  sales  growth.  ■ 

Brent  'encouraged' 

Considering  the  economic  climate, 
Brent  Chemicals  International  Ltd  are 
encouraged  to  report  first  half  sales  of 
£16.7  million,  up  to  24  per  cent,  and 
pre-tax  profits  up  5  per  cent  to  £1.5m. 
Overseas  operations  performed 
particularly  well  for  the  six  months  to 
June  30  and  the  company  says  it  has 
moved  further  towards  its  immediate 
objective  of  deriving  at  least  50  per 
cent  of  the  group's  sales  and  profits 
from  overseas. 

The  board  report  the  group's 
financial  position  is  strong  and  "cash 
surpluses  are  available  for  financing 
expansion  of  the  existing  business  and 
for  further  acquisitions  as  opportunities 
occur".  ■ 


Briefly 


■  Warner-Lambert  Go's  worldwide 
sales  were  up  by  nine  per  cent,  for  the 
six  months  to  June  30,  to  $l,748m, 
but  pre-tax  profits  fell  to  $1 16m 
($118m).  A  slowdown  in  home 
consumer  sales  was  offset  by  the 
strong  growth  outside  the  US,  with 
international  sales  of  pharmaceuticals 
also  showing  a  "good  improvement". 

■  BAT  Industries  cosmetic  division 
— Yardley  Lentheric-Morny-Cyclax 
and  the  US  Germaine  Monteil — 
increased  turnover,  for  the  six  months 
to  June  30,  by  6  per  cent  in  sterling 
terms  and  operating  profit  has  shown 
"continuing  improvement".  This 
follows  a  poor  performance  for  the 
whole  of  1979,  particularly  by  Yardley, 
when  sales  rose  12  per  cent,  but 
operating  profit  remained  static. 
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Camphor  still  firm 

London,  September  30:  Natural 
camphor  continues  to  hold  its  firm 
tone  although  the  spot  rate  of  £9. 65kg 
did  not  respond  to  the  latest  rise  of  lOp 
kg  at  origin  in  the  past  week. 

A  few  North  American  botanicals 
were  dearer  including  cascara,  cherry 
bark  and  Canada  balsam.  Although 
lobelia  is  unquoted  on  the  spot  a  cif 
parcel  of  European  herb  was  offered 
at  £1,800  metric  ton. 

Essential  oils  were  mostly  neglected 
during  the  week  with  any  price  changes 
being  in  a  downward  direction. 
Petitgrain,  which  moved  up  sharply  at 
the  end  of  June,  from  a  cif  rate  of  £7 
kg  to  a  peak  of  £8.50  in  August,  has 
almost  fallen  back  to  the  former  price 
this  week.  Other  oils  quoted  lower 
were  cedarwood,  nutmeg  and  Chinese 
spearmint. 

Anhydrous  glucose  (dextrose) 
remains  unchanged  in  price  although 
the  monohydrate  and  liquid  forms  were 
raised  by  £35  and  £30  metric  ton 
respectively  in  mid-July. 

Pharmaceutical  chemicals 

Aluminium  chloride:  Pure  crystals  in  50-kg  lots 
£1.353  kg. 

Bismuth  salts:    £per  kg.  


carbonate 
salicylate 
subgallate 
subnitrate 


50-kg 
6.70 
8.20 

10.35 
5.35 


Lobelia:  European  £1,800  metric  ton,  oif. 
Senna  (kg)  spot  Alexandria  pods  hand-picked  from 
£2  upwards;  manufacturing  £0.55.  Tinnevelly  faq 
leaves  £0.48;  pods,  faq  £0.46;  hand-picked  £0.55. 
Turmeric:  Madras  finger  £400  metric  ton  spot; 
£360  cif. 

Witchhazel  leaves:  £2.75  kg  spot;  £2.70,  cif  liquid 

Essential  oils 

Cardamom:  English-distilled  £185  kg. 
Cassia:   Chinese   £52  kg  spot;  £48.  cif. 
Cedarwood:  Chinese  £1.20  kg  spot;  £1.10,  cif. 
Ginger:  Chinese  £25  kg  spot  nominal;  £21.50,  cif. 
English-distilled  (ex  W.  African  root)  £80;  (Indian 
£45). 

Origanum:  Spanish  70  per  cent  £18.10  kg. 
Peppermint,  (kg)  Arvensis — Brazilian  £4.25  spot 
and  cif.  Chinese  £2.85  spot;  £2.70,  oif. 
Piperata  American  Far  West  £13.50  spot. 
Petitgrain:  Paraguay  £8.50  kg  spot;  £7.35  cif. 
Sandalwood:  Mysore  £53  kg  spot,  East  Indian  £42 
spot. 

Spearmint:  Chinese  £8  spot;  £6.80,  cif.  American 
£13  spot. 

The  prices  given  are  those  obtained  by  importers 
or  manufacturers  for  bulk  quantities  and  do  not 
include  value  added  tax.  They  represent  the  last 
quoted  or  accepted  prices  as  we  go  to  press. 


COMING  EVENTS 


250-kg 
6.60 


5.25 


Ethistcrone:  NF13,  £0.32  gram. 

Ferrous  carbonate:  BPC  1959  saccharated  £1.50  kg 

in  minimum  700-kg  lots. 

Ferric  citrate:  £5  kg  in  minimum  250-kg  lots. 
Ferrous  fumarate:  BP  £1.60  kg  in  750-kg  lots 
minimum. 

Ferric  ammonium  citrate:  Brown  BP  £1  70  kg  in 
600-kg  lots  minimum. 
Ferrous  gluconate:  £2.375  per  metric  ton. 
Ferrous  succinate:  BP  £6  kg  in  200-kg  lots. 
Ferrous  sulphate:  BP/EP  small  crystals  £0.80  kg 
dried  £0.80  minimum  1, 250-kg  lots. 
Kaolin:  BP  natural  £173.40  per  1,000  kg;  light 
£180.90  ex-works  in  minimum  10-ton  lots. 
Metol  Photo  grade  per  kg.  50-kg  lots  £9.45. 
Paraffin  liquid:  BP  £0.642  litre  in  210-litre  drums; 
light  BPC  1963  £0.569;  Technical  white  oil  WA23 
£0.557;  WA21  £0.586. 

Petroleum  jelly:  BP  soft  white  £466.21  metric  ton 
delivered  UK;  yellow  BP  £448.556  in  170-kg. 
Potassium  acetate:  BPC  £1  kg  for  minimum  1,000-kg 
order. 

Potassium'  ammonium  tartrate:  £2.76  kg  in  50-kg 
lots. 

Potassium  citrate:  Granular  £1,112  per  metric  ton, 
5-ton  contracts  £1,106  ton. 

Potassium'  diphosphate:  BPC  1949  in  50-kg  lots, 
granular   £2.279   kg;    powder  £1.9928. 
Potassium  bitartrate:  £1,215  per  metric  ton. 
Potassium  hydroxide:  Pellets  BP  1963  in  50-kg  lots 
£1,978  metric  ton,  sticks  not  offered;  technical  flakes 
£696.50. 

Potassium  nitrate:  Recrystallised  £1.07  kg  for  50-kg 
drums. 

Theophylline:  Anhydrous  and  hydrous  £5.53  kg  in 
100-kg  lots; — ethylene  diamine  £5.93  kg. 
Vitamin  K:  100-g  lots  £3.56g. 

Crude  drugs 

Camphor:  Natural  powder  £9.65  kg  spot;  £7.95  kg 
cif.  Synthetic  96%  £1.35  spot;  £1.20  cif. 
Cascara:   £1,605   metric  ton  spot;   £1,600,  cif 
Cherry  bark:  Spot  £1,180  metric  ton;  shipment 
£1,170,  cif. 

Honey:  (per  metric  ton  in  6-cwt  drums  ex 
warehouse).  Australian  light  and  medium  ambers 
£690-£720  Canadian  £750  Mexican  £650. 
Argentinian  (white)  £700. 


Monday,  October  6 

North  Metropolitan  Branch,  Pharmaceutical 

Society,  School  of  Pharmacy  Coram  lecture 
theatre.  Brunswick  Square,  London  WC1,  at  8pm. 
Dr  F.  Newcombe,  Leicester,  on  "Genetics  and 
disease". 

Harrow  and  Hillingdon  Branch,  Pharmaceutical 

Society,  Himsworth  Hall  foyer,  Northwick  Park 
Clinical  Research  Centre,  at  8  pm.  Mr  Guy 
Moody  on  "Clinical  aspects  of  the  evaluation 
of  prostacyclin"  and  Mr  Tim  Ravenscroft  on 
"The  potential  antiviral  drug — acyclovir". 

Wednesday,  October  8 

Isle  of  "Wight  Branch,  Pharmaceutical  Society,  St 

Mary's  Hospital  postgraduate  medical  centre, 
Newport,  at  8  pm.  Speaker  from  Fisons  Ltd  on 
"Pood  allergy". 

Thursday,  October  9 

Epsom  Branch,  Pharmaceutical  Society,  Bradbury 
Centre,  Epsom  District  Hospital,  at  8  pm.  Dr 
D    G    Robins,  consultant  paediatrician,  St  Luke  s 
Hospital,  on  "Paediatric  prescribing — some  areas 
of  controversy". 

Reading  Branch  Pharmaceutical  Society,  Royal 
Berkshire  Hospital  postgraduate  centre,  at  8  pm.^ 
Mr  D.  R.  Knowles  on  "Computers  in  pharmacy  . 
Thames  Valley  Pharmacists'  Association,  Sterling- 
Winthrop  House,  Surbiton,  at  8  pm.  Mr  J.  S. 
Keesing  on  "Kew  Gardens". 

Advance  Information 

Portsmouth  Pharmacy  Past  Students  Association 
Annual  Reunion,  Royal  Beach  Hotel.  Portsmouth, 
on  October  18,  at  7.30  pm.  Applications  (£6.50 
single,  £12.50  double)  to  R.  J.  Berry,  145 ^SvAian 
Road,  Portsmouth. 

Welsh  Committee  for  Postgraduate  Pharmaceutical 
Education  Courses.  Four  evening  lectures  at 
Glantawe  postgradua-e  medical  centre,  Mornston 
Hospital,  Swansea.  "The  treatment  of  gastric 
complaints"  on  October  9;  "The  treatment  of 
rheumatic  complaints"  on  October  23;  The 
treatment  of  respiratory  complaints"  on  November 
6   and  "The  legal  aspects  of  OTC  advice  and 
prescribing"  on  November  13.  AH  lectures  start  at 
8  pm    Study  day  on  "Antibiotics — a  clinical 
approach",  Whitchurch  Hospital  postgraduate 
medical  centre,  Cardiff,  on  October  15  from  2  pm 
to  9  pm.  Application  forms  from  Dr  D.  J.  Bailey, 
Director  of  Postgraduate  Pharmaceutical  Studies, 
Walsh  School  of  Pharmacy,  UWIST,  King  Edward 
VIII  Avenue,  Cardiff. 

Packaging  Index  Exhibition,  Wembley  Conference 
Centre    London  on  November  25-27.  Information 
from  Packaging  Index  Ltd,  Trenton  House, 
imperial  Way,  Croydon  CR0  4RR. 
American  Society  of  Hospital  Pharmacists  Midyear 
Clinical  Meeting,  Civic  Auditorium  San 
Francisco,  California,  from  December  7-11.  Details 
from  ASHP,  4630  Montgomery  Avenue, 
Washington  DC  20014. 
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Rentokil 


PRODUCTS  THE  PROFESSIONALS  USE 

RENTOKIL  LTD,  PRODUCTS  DIVISION, FELCOURT,  EAST  GRINSTEAD, 
WEST  SUSSEX,  RH19  2JY.  Telephone:  Lingfield  (0342)  833022. 


PLASTIC  MEDICINE  SPOON 


5  ml  dose 


Immediate  Delivery;    Low  Prices;    High  Quality. 
Heavy    investment    in   high  volume   capacity  equipment 
enables  us  to  sell  at  low  prices  and  offer  off-the-shelf 
delivery.  Spoons  are  made  to  official  B.S.S.  No.  3221/4. 

ASHW00D  TIMBER  &  PLASTICS  LIMITED. 
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continental  style  shopfittings  designed  for  today's  Pharmacy 
plus  full  service  -  complete  installations 
olney  bros  ltd,  interplan  house,  northbridge  road, 
berkhamsted,  herts  hp4  leg 
®P  free  colour  brochure  04427-5417/9 


An  expanded 
service  to  the  Pharmaceutical  Industry 

Your  own  medical  and 
clinical  research  department  at  the 
end  of  a  telephone. 
An  extra  hand  at  all 
stages  from  laboratory  to  patient. 

specialises  in:— 
•CLINICAL  TRIALS 

•  LIBRARY  FACILITIES 

•  REGULATORY  AFFAIRS 

•  MARKETING 

•  PROMOTIONAL  ADVICE 

•  ADVERTISING 

Pharmaceutical  Human  and  Animals  Research  Methods  Ltd. 
Cumberland  House,  Lissadel  Street,  Salford,  M6  6GG. 
Telex  666135  Air  Talk  G.  Tel:  (061 )  833  9491 
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Stocks  for  sale 


Now  is  the  time  to  buy 
Xmas  stocks 

of  most  major  brands  of  cosmetics  and  per- 
fumes at  below  trade  prices. 
E.G.:— Gift  sets  by 

RUBINSTEIN 

MAX  FACTOR 

CUSSONS 

JOVAN 

At  much  lower  prices  than  trade 
Madame  Rochas  soaps  6  pack— UK 
recommended  £9  for  3. 

Our  price  £3.50  for  6. 

Revlon  gift  sets  at  big  discounts  and  many 
other  lines. 
Send  for  up-to-date  Price  List  to: 
22C  ROBELL  WAY 
Water  Lane  Estate 
Storrington,  Sussex 
Tel.  West  Chiltington  (07983)  2659 
And  many  single  items  of  perfume  must 
be  cleared,  also  large  quantity  of  Batiste  at 
clearance  prices. 


(TCF) 


CHEMISTS  PLEASE  NOTE 

We  are  now  offering  a  large  range  of 
Christmas  lines  of  top  quality  perfumes 
and  gift  sets  at  exceptional  prices. 
Open  Mon-Fn  10  am  to  7  pm 

A.  P.  COSMETICS 
10  Lower  Captain  Street 
Coleraine,  N.  Ireland 

Tel  0265-54977 


SINGLE  EDGE  BLADES 


20  pkts  of  5  on 
showcard  £4  50 
Cartons  of  100 
£3  50  mcl.  VAT 

and  post.      Retractable  blade  holder 
with  10  blades  £1  each  incl. 
Cheque  with  order  please 
MAXWELL  GORDON 
2B  Cricklewood  Lane  NW2  1  EX  (TCW) 


Miscellaneous 
for  sale 


MORE  AND  MORE  CHEMISTS 
ARE  ADDING  NATURAL  FOOD 
SUPPLEMENTS  TO  THEIR  STOCK 


VITAMIN  SUPPLEMENTS 


CANTASSIUM  PRODUCTS  ARE 
SUPREME  FOR  QUALITY  AND  PROFIT 
Write  for  latest  price  lists  and  special 
offers.  Cantassium  Company  (Dept 
FCD1)  225  Putney  Bridge  Road, 
London  SW1 5  2PY.  (12/4AW) 


"FASHION  JEWELLERY" 
Jodez  (Manchester)  Ltd., 
34  Shudehill,  Manchester  M4 1  EY 
Tel:  061-832  6564 

Largest  and  most  exclusive  range 
of  direct  and  imported  continental 
jewellery.  (TO") 


PROPRANOLOL 

B.P. 


20%  CHEAPER 

(ANY  QUANTITY) 

THAN  THE  BASIC  PRICES  OF  A 
CERTAIN  OTHER  SUPPLIER  .  .  . 

PLUS  BONUS 

ON  LARGER  ORDERS,  IN  STAGES  OF 
£100— £250— £1000 

DON'T  WAIT! 

FOR  PARTICULARS  OF  THESE  AND 
OTHER  SENSATIONAL  GENERIC 
OFFERS 

WRITE  OR  PHONE  NOW! 

GLOBAL  PHARMACEUTICS  LIMITED 
62  Kenilworth  Road 
Edgware,  Middx  HA8  8XD 
Tel.:  01-958  5476 


For  sale 


KODAK  FILM 

LARGE  DISCOUNTS 

FLASH  CURES 

AT  LOW  PRICES 
Delivered  anywhere  in  the  British 
Isles 


Further  details 
W.L.C.C. 
397  Acton  Lane 
London  W3 

Tel.  993  6400/9/2921  (TC/W) 


BRANDED  AND 
UNBRANDED 
PERFUMES  AND 
COSMETICS  AT 
UNBELIEVABLE 
PRICES 

EXQUISITE  COSMETICS 
3  New  St, 
Earl  Shilton 
LEICS  0455  42951 
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Businesses  for  sale 


Trade  marks  &  patents 


XI—  NORTHERN 
DALES  —  BEAUTY 
SPOT — turnover  approx- 
imately £50,000,  nett  profit 
approximately  £8,000,  nearly 
900  scripts  per  month  dispense. 
Freehold  property  with  good 
living  accommodation.  For  sale 
at  £18,000.  Will  sell  for  prop- 
erty plus  stock  approximately 
£9,500. 

X2— WITHIN  35  miles  of 
Edinburgh — retirement  vac- 
ancy turnover  £120,000  per 
annum  (showing  excellent 
increase  for  current  year).  Dis- 
penses between  3,000  and 
3,500  scripts  per  month  with 
scope  for  developments  of 
counter  trade.  Property  for 
sale,  total  capital  requirements 
approximately  £46,000. 


X3— MANCHESTER— Sub- 
urban business  has  been  run  as 
semi-retirement  with  no 
cosmetic  agencies  etc.  Scripts 
average  1,400  per  month.  Total 
turnover  approximately 
£58,000  lease  at  £720  per 
annum.  Goodwill  and  fixtures 
£1,000  plus  stock  at  valuation 
approximately  £7,000. 

X4— SEMI  RETIREMENT 
VACANCY— within  easy 
reach  of  the  Lake  District. 
Property  with  living  accom- 
modation, three  bedrooms  and 
garden,  turnover  currently 
approximately  £70,000.  Dis- 
penses 1,200  scripts  per  month, 
beautifully  situated  Freehold 
property  £32,000  goodwill  + 
Fixtures  £2,000  stock  approx- 
imately £9,000. 


We  have  a  very  large  and  growing  register  of  private  pharmacists 
willing  and  able  to  buy  substantial  businesses  in  all  parts  ol  U.K. 

Pharmacists  w  ho  wish  to  retire  or  sell  their  business  tor  any  other 
reason  can  consult  us  in  the  strictest  conf  idence.  Our  senior  partner 
lias  unique  experience  extending  over  30  vears  in  the  selling  ol 
chemist,  businesses  and  giv  ing  adv  ice  to  both  vendors  and  pur- 
chasers in  this  \erv  difficult  and  technical  matter. 

We  arc  not  retained  by  any  one  chain,  group  or  individual  to  look 
for  businesses  lot  them.  So  vendors  can  consult  us  in  the  certainty 
thai  their  interests  will  be  paramount. 


Srnesi  J/George 

£ra  &CO 
'fnZ    GARDALE  HOUSE.  122  GATLEY  ROAD.  GATLEY.  CHEADLE. 
^  CHESHIRE  SK8  4AT  Tel:  061-428  6718/9 


PHARMACY  BUSINESS 

FOR  SALE 

DUNDEE 


Near  central  location  on  busy  thoroughfare  next  to  highly  popu- 
lated housing  scheme.  Turnover  £66,000.  Scripts  currently  1 200 
per  month.  Rent  £750.00  p.a.  Price  £5,000  for  goodwill,  fittings  and 
fixtures.  S.A.V. 

Further  particulars  from  Messrs.  J.  &  J.  Scrimgeour,  Solicitors,  46 
Bell  Street,  Dundee.  Telephone  0382-21671. 


Stock  wanted 


COSMETICS  and 
PERFUMES 

WANTED 

Hospital  group  requires  cosme- 
tics and  perfumes  for  staff  and 
patient  distribution.  All  replies 
in  confidence  to 

BOX  No.  2749 


PHARMACEUTICAL  ANTIQUES 

Drug  runs,  shop  interiors,  bottles, 
etc.,  urgently  wanted.  Kindly  contact 
Robin  Wheeler  Antiques,  Parklands 
Park  Road,  Ashtead,  Surrey.  Tele- 
phone: Ashtead  72319.  Buyer  col- 
lects. (TC  W) 


For  sale 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 
trade  for  manufacturers'  clearing 
lines,  and  retailers'  stocks. 
8  Northburgh  Street,  London 
EC1V  0BA.  Tel:  01-253  1184/5. 
Telegrams:  "Salvall",  London 
E.C.1 .  (TC.W) 


THE  ORIGINAL  COPPER 
BRACELET 

price  details  available  for 
Copper,  Silver-plated  and  Gold 
plated  bracelets 
From: 

SABONA  OF  LONDON  LTD. 
73,  NEW  BOND  STREET 
LONDON  W1 
01-629  6921 

(10/5F) 


The  following  Trade  Marks  were  assigned  on  30  May  1978  from 
Cascade  Industries  Inc  of  New  Jersey,  USA,  to  Fantinoc  NV  of 
Willemstadt,  Curacao,  Netherlands,  Antilles  WITHOUT  THE 
GOODWILL  OF  THE  BUSINESS  IN  RESPECT  OF  WHICH 
THE  TRADE  MARKS  WERE  THEN  IN  USE. 


Registered 

No.  Mark 

958904  VINALCLOR 


1035088    'C  device 


Goods 

Chemical  preparations  and  sub- 
stances, all  included  in  Class  1  for 
inhibiting  growth  of  bacteria  and 
algae  and  for  purifying  and  filtering 
water  in  swimming  pools. 

Swimming  pools  (non-metallic  and 
non-transportable):  and  parts  and 
fittings  included  in  Class  19  for  such 
pools. 


1037253  ALUMAPOOL  Swimming  pools  and  parts  and  fit- 
tings therefore  all  included  in  Class  6 
for  assembly  into  swimming  pools, 
all  in  the  form  of  kits. 


1037254  BUSTER 
CRABBE 
POOLS 


1037255  CAS-LOK 


Swimming  pools  and  parts  and  fit- 
tings therefore,  all  included  in  Class 
6.  Parts  included  in  Class  6  for 
assembly  into  swimming  pools,  all  in 
the  form  of  kits. 


Swimming  pools  included  in  Class  6; 
metallic  copings  for  building  pur- 
poses; metallic  pipes  (none  being 
boiler  tubes  or  parts  of  machines; 
extrusions  and  cast  building  mat- 
erials, all  of  aluminium;  and  parts 
and  fittings  included  in  Class  6  for  all 
the  aforesaid  goods. 

Swimming  pools  included  in  Class 
19;  parts  included  in  Class  19  for 
assembly  into  swimming  pools,  all  in 
the  form  of  kits;  and  parts  and  fit- 
tings included  in  Class  19  for  all  the 
aforesaid  goods. 

Apparatus  for  filtering  and  purifying 
water;  apparatus  for  removing  par- 
ticles from  the  surface  of  water;  and 
parts  and  fittings  included  in  Class  1 1 
for  all  the  aforesaid  goods. 


1037288  D1AL-A-PORT  Installations  for  water  supply  and 
sanitary  purposes;  water  filtering 
apparatus;  and  valves  included  in 
Class  1 1  and  fittings  included  in 
Class  1 1  for  all  the  aforesaid  goods. 


1035256  BUSTER 
CRABBE 
POOLS 


1037257    Aqua  Genie 


10443,87  Aqua-Genie 


1052840  CASCADE 


Chemical  products  included  in  Class 
1  for  use  in  the  treatment  of  water; 
preparations  for  purifying  water; 
chlorine. 


Installations  and  apparatus  included 
in  Class  1 1,  all  for  heating  swimming 
pools  and  for  the  water  supply  to 
swimming  pools;  and  parts  and  fit- 
tings included  in  Class  1  1  for  all  the 
aforesaid  goods. 


Chemist  &  Druggist    4  October  1980 


569 


Trade  services  Shopfittings 


(7/6M) 


Why  not  send  your 
enquiries  to 

ANGLIAN  MANUFACTURING 
CHEMISTS  LIMITED 

Contract  Packers  of  Toilet  Pre- 
parations (creams,  shampoos  etc 
in  jars,  tubes  and  bottles)  and  of 
Medicinal  Preparations  (liquids, 
creams  and  powders). 
Also  packers  of  tablets  and  cap- 
sules. 

Competitive  prices,  prompt  deliv- 
ery. Exports  a  speciality. 
Enquiries: 

38/40  Featherstone  St., 

London,  EC1Y  8RN. 

Tel:  01-253  0571    Telex:  267391 


Invest  in  your 
future! 


Our  attractive  shopfitting  systems 
will  give  your  shop  an  efficient, 
professional  image,  and  make  your 
sales  healthier  too. 
Telephone  us  now  for  more  details 
and  a  copy  of  our  free  colour  booklet. 

East  Kilbride  (03552)  38521 
Farnworth.  Manchester  (0204)  793316 
Daventry.  Northants  (03272)  4574 
Gravesend  Kent  (0474)  6067  1  .  . 

Northtleet  <J  § 
Group  •^^^m 

SHOWRAX 


DISPENSARY 
and  PHARMACY 

Specialists 


Complete  service.  N.P.A.  and 
NUMARK  approved. 
I  plan  UNIT  SHOPFITTINGS 
Eustace  International 

E  Plan  Estate,  New  Road 
Newhaven,  Sussex  BN9  0AE 

Telephone:  07912-7711 


SHOPKIT 


The  world's  first  D.I.Y.  shop- 
fitting  system  can  save  you  as 
much  as  £1 ,500  on  an  average 
refit.  Illustrated  leaflets  sent  by 
return  of  post. 

SHOPKIT 
50  Ivatt  Way, 
Peterborough  PE3  7PN 
or  telephone 
Peterborough  0733  265263 
(24  hour  cheap  rate  service) 

(5/4M) 


SELF  ADHESIVE  LABELS 
DISPENSING,  PRICING,  Etc 

COMPETITIVE  PRICES 
3  TYPES  OF  ADHESIVE 


21 
DAYS 
DELIVERY 


EXPRESS  IF  REQUIRED 

/'  ~~  ^ 

HARTSHEAD  LABELS  LTD. 

72  RICHMOND  STREET 
ASHTON-U-LYNE  OL6  7BJ 
Tel:  061-330  7566/5446 


WE  WONT  LET  YOU  DOWN 


Thinking  ot  refitting  your  shop?  Then  try 

"LUXLINE" 

fittings  together  with  a  complete  shop- 
lifting service,  plans  and  quotations  tree. 
So  drop  me  a  line  or  phone  any  time. 
David  Olney,  "Thirston,"  Gravel  Path, 
Berkhamsted,  Herts.  04427-6444  or 
71321. 


SHELVING- 
GONDOLA'S 


From  stock  for  DIY  or  complete  design 
and  installation  service.  Quotations  abso- 
lutely free.  Please  visit  our  showroom  for 
further  information: 

SHOPFITTING  CENTRE 
462-468  Eastern  Avenue,  Gants  Hill, 

llford,  Essex 
or  Telephone:  01-518  1986;  01-554 
3308 


apian 

shopfitting  limited 

alpbn  house,  cavalier  road, 
heathf  ield,  newton  abbot,  devon. 
tql2  6tg      tel.  0626  832059. 
from  counters  to  total  contracts 
alplan  s  national  coverage  for 

pharmacies 


SUPER  SHELVING  SYSTEM  WILL 
INCREASE  YOUR  TOILETRY  SALES 
BY  HUNDREDS  of  pounds.  Send  for 
colour  illustration  or  ask  us  to  call  for 
instant  quote.  Glass  display  counters 
with  lighting,  island  sites  and  show- 
cases Early  delivery  direct  from  mak- 
ers THIRSK  SHOPFITTINGS,  741- 
743  Garrett  Lane,  London  SW17  0PD. 
Tel:  01-946  2291-  (TC.W) 


Property  for  sale 


Approved  Prescription  Services  Limited 

CLECKHEATON  WEST  YORKSHIRE.  B0193BZ 
TELEPHONE  —    CLECKHEATON  (0274)  876776. 


BOX  NUMBERS 


When  replying  to  Box  Number 
Advetisements  all  correspondence 
should  be  addressed  as  follows: 

CHEMIST  &  DRUGGIST 

Box  No  25  New  Street  Square 

London  EC4A  3JA 


Spanish  Property 


Live  your  favourite  Lifestyle 


ALMERIMAR 

The  seven-year-old  development  on  the  eastern  Costa  del  Sol 
near  Almeria  International  Airport. 

Already  completed.  18  hole,  72  par  golf  course.  1,000  berth 
marine.  4  star  hotel.  Bars,  cafes,  full  services. 
Now  offered  for  sale:  Beach  apartments,  golf  apartments,  bun- 
galows, villa  plots,  mooring  berths.  All  payable  in  England. 
Regular  inspection  flights.  For  brochure  write  or  phone 
Ron  Gould,  MPS,  Cosmopolitan  Travel,  34  Marian  Square, 
Netherton,  Bootle,  Lanes  L30  5QA.  Telephone  051  525  9397. 


CHEMISTe? 
DRUGGIST 


Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Druggist, 
25  New  Street  Square,  London  EC4A  3JA 
Telephone  01-353  3212 

Copy  date  12  noon  Tuesday  prior  to  publication  date 


ORDER  FORM 

Please  insert  as  below  our  advertisement  under  the  heading  _ 

Please  invoice   insertions 

PLEASE  PRINT  - 


Name  _ 
Address 


Phone 


Date  -  Signed 


Typesetting  and  grap.es  by  Friary-CIa*  Ltd,  Entield,  M,dd,ese,  Pnnted  by  R,verS,de  Press  Ltd,  Wbi.sfab.e,  Ken,.  Publ.shed  by  BENN  PUBUCATIONS  LTD,  25  New  S.ree,  Sguare,  London  EC4A  3JA. 

Registered  at  the  Post  Office  as  a  Newspaper  28/20/8S 


NEW  UNIVERSAL  SUPPORT 

-  a  new  addition  to  the  great  Portia  range 


2-way  stretch  tubular  universal  support 

Supports  elbow,  knee  &  thigh,  calf, 
wrist  &  forearm,  foot  &  ankle 

Does  not  crease  or  wrinkle 

No  awkward  cut-outs 

Compatible  with  the  Portia  range  of 
athletic  and  wrist  supports 


Manufactured  by 
SOLPORT  BROS.  LTD. 


PORTIA 


Goring-by-Sea,  Worthing, 

Sussex,  England. 
Tel:  Worthing  (0903)  44861 
Telex:  87109. 


>UT  SPUR  AND  READICUP  TOGETHER 
AND  HALVE  THE  COST  OF  A  REFIT. 


You  can  spend  a  fortune  getting  your  business 
ed  out  with  modem  shelving  and  displays. 
But  there's  no  need  to. 
For  we've  devised  a  system  that  combines 
:onomic,  super-strong,  wall-mounted  Spur  adjustable 
elving  with  low-cost,  easy-to-assemble  Readiclip 
sestanding  units. 

If  you  wish,  you  can  easily  put  it  together  yourself, 
ake  a  really  professional  job  of  it,  and  save 
stallation  charges. 

What's  more,  we'll  give  you  the  help  you  want  in 
arming  and  layout  free  and  without  obligation.  ^**^u 
Just  clip  the  coupon  and  see  how  Spur  and  A0/Sri 
^adiclip  can  clip  the  costs  for  you. 


-  START  CUTTING  COSTS  HERE  - 1 


To:  Spur  Systems  International  Ltd, 

Otterspool  Way,  Watford,  Herts.  Telephone:  Watford  26071. 
Please  mail  me  a  Spur-Readiclip  brochure. 

Name  CD/4/10 

Type  of  business  


Address 


Telephone 


CLIP 
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Bl  ~ 
ignews!  ^ 

Our  new  Manicure  Scissors 
are  ready,  and  when  your 
customers  see  them  it'll  be 
thumbs  up  from  everyone. 

Because  our  new 
Manicure  Scissors  are  simply 
the  best. 

And  no  wonder 
We  dominate  the  scissors 
market  because  we've 
made  it  our  business  to 
give  people  what  they  want. 

Precision  ground  fine  steel  cutting 
edges  for  flawless  grooming. 


With  a  choice  of  curved 
or  straight  blades  to  suit 
personal  preference,  and 
handles  moulded  for  comfort 
in  lipstick  red  or  classic  blue, 
to  appeal  to  everyone. 

In  their  space  saving 
merchandiser;  our  new  little 
nail  scissors  mean  business. 

WeVe  all  kinds  of 
scissors  for  all  kinds  of  jobs. 


WILKINSON 

SWORD 


Thumbs  up  for  our  smallest  introduction. 
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PHILIPS 


BRAND  LEADERS  MAKE 

THE  MOST 


OF  FEMALE  VANI 


LADYSHAVE  SPECIAL  HP  2115 


ULTRAPHIL  DE  LUXE  SUNLAMP  HP  3115 


However  much 
fashions  may 
change,  one 
thing  never 
does:  women 
always  want  to  look 

Al    .  *  ONE  THOUSAND 

their  best.  hairdrier  hp  4225 

Which  makes  the  Philips  range 
of  beauty  care  products  good  business  f  01 

Our  Ladyshave  is  already  brand 
leader  and  we're  keeping  it  in  front  with  £750,000 
worth  of  support  on  TV  and  in  women's  magazines. 

With  so  many  ladies  keen  to  show  off  a  suntan 
all  the  year  round  we're  constantly  extending 
our  range  of  solaria.  And  Philips  health  and  sun 
lamps  are  already  brand  leaders. 

When  your  customers  don't  have  time  for 
endless  trips  to  the  hairdresser,  you  can  offer  them 
a  choice  of  five  lightweight  hairdriers,  like  the  new 
One  Thousand  illustrated  here. 

So  why  not  get  in  touch  with  your  Philips 
supplier  or  representative? 

Your  business  could  soon  be  looking 
as  good  as  your  customers. 

Simply  years  ahead. 


PHILIPS 


REVIEW 
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Counterpoints  review:  Aziza 
Soft  Stroke  eye  colouring  pencils 
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Fragrances :  The  art  of  selling 
perfume  to  men  by  Kim  Pearl 
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On  test:  Clairelle  shampoo- 
Up  to  your  ears  in  beer. 
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Personalities  in  the  beauty 
business — Susi  Rogol,  PR 
executive 
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Selling  safety  with  electrical 
appliances 


AZIZA  is  a  range  of  make-up 
deserving  consideration  having 
made  a  respectable  impact  on 
the  market  since  its  launch  a  year  ago. 
Prince  Matchabelli  claim  that  36  per 
cent  of  Aziza  sales  now  go  through 
chemists — compared  with  the  12  per 
cent  share  that  chemists  hold  of  total 
eye  make-up  sales.  This  is  good  news 
for  the  chemist  when  the  latest  IPC 
survey  shows  that  department  stores 
and  the  High  Street  chain  stores— such 
as  Woollies  and  M&S— are  encroaching. 

And  from  November  Aziza  will  be 
expanding  their  range  with  the 
introduction  of  new  Soft  Stroke  eye 
colouring  pencils  (£1.70). 

Matchabelli  believe  that  most 
women,  instead  of  using  just  one  eye 
pencil,  now  consider  their  make-up  kit 
complete  only  if  it  contains  several 
pencils  to  shade,  shape  and  contour 
the  eyes.  Some  of  the  existing  pencils 
on  the  market,  they  say,  can  be  too 
soft  making  eyelids  look  greasy,  and 
others  too  harsh  and  harmful  to  the 


sensitive  skin  around  the  eye  area. 
So  the  company  is  to  market  its  own 
range — a  range  which,  it  believes, 
contains  a  versatile  product  able  to 
shape,  shade,  contour  and  highlight  in 
one;  a  product,  creamy  enough  for 
smooth,  even  application  and  easily 
blended  colour  yet  firm  enough  to 
draw  a  fine  line  just  as  successfully. 

Aziza  Soft  Stroke  pencils  "will  help 
you  create  countless  looks  quickly  and 
effortlessly  whether  you  are  wanting 
brow-to-lash-line  shadowing  or  just  a 
simple  accent  or  liner".  Following 
their  usual  praotice,  Matchabelli  give 
hints  on  how  to  use  their  make-up 
effectively.  After  all,  a  demonstration 
won't  go  amiss  when  you're  selling 
the  product  and  you'll  probably  find  it 
great  fun! 

To  shade,  the  company  suggests 
using  the  side  of  the  pencil  to  apply 
colour  to  the  lid  or  the  brow  bone 
area  with  upward  and  outward  strokes 
and  then  to  blend  in  With  a  fingertip. 
One  colour  or  several  can  be  applied 
to  create  a  personal  look. 

To  create  a  really  fine  line  (the 
difficult  part  in  any  make-up 
application)  Matchabelli  advise  that 
after  applying  lid  colour  it  should  be 
gently  stroked  from  the  inner  corner 
of  the  eye  when  lining  lower  lashes. 
To  make  the  colour  less  harsh 
smudging  slightly  with  the  fingertip 
is  helpful. 

Aziza  Soft  Stroke  pencils  can  also 
be  used  to  contour  and  define  the  eyes, 
they  say,  if  applied  with  upward  and 
outward  strokes  from  the  eyelid  crease 
just  under  the  eye  bone. 

The  pencils  are  in  six  fashionable 
shades— basic  blue,  soft  grey,  soft  green 
ginger,  cocoa  and  winewood.  No 
advertising  details  have  yet  been 
confirmed  but  we  can  expect  the 
pencils  on  counter  from  November. 
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I  buy 
for 

auntie? 


Something  smelly  for 
Christmas — recommended 
by  Kim  Pearl 


The  embarrassment  and  confusion 
occasioned  by  that  spotty  youth  asking 
to  speak  to  the  manager  (nudge,  nudge, 
wink,  wink)  is  as  nothing  these  days 
to  the  flustered  mumblings  of  his 
father  about  "something  smelly  for  her 
Christmas  present".  Man  buying 
perfume  for  woman  can  be  a  trying 
business;  he  is  usually  at  a  complete 
loss,  unless  of  course  the  lady  in 
question  is  a  long  standing  acquaintance 
who  has  been  wearing  L'Air  du  Temps, 
Chanel  No  5,  Tweed  or  Youth  Dew 
for  years.  In  that  case,  in  he'll  come, 
stamp  the  snow  from  his  boots,  puff 
out  his  cheeks  and  buy  the  tiniest 
bottle  of  perfume  essence  left. 

It  is  exactly  this  sort  of  behaviour 
that  has  encouraged  the  fragrance 
revolution  and  the  self -purchase  of 
perfume  by  women.  That  way  not 
only  are  they  able  to  experiment  more, 
both  with  new  introductions  and  with 
classics  by  which  they  may  have  been 
too  awed  in  the  past,  but  they  can  also 
buy  large  bottles  of  eau  de  toilette  and 
cologne.  Because  of  the  changing 
buying  habits  these  last  are  now  made 
in  stronger  dilutions  anyway  and  are 
almost  as  odoriferous  as  essence. 

Women  have  learned  a  lot  about 
perfume  in  a  short  time.  You  might 
remember  customers  of  the  pre-Charlie 
days — ladies  who  often  had  not  the 
first  clue  about  the  type  of  fragrance 
that  best  suited  them,  or  even  how  to 
wear  a  perfume.  Charlie  and  her 
followers  heralded  a  new  era  of 
fragrance  usage  and  experimentation, 
and  many  women  are  now  much  more 
knowledgeable.  About  this  time  of  year, 
however,  the  thoughts  of  men  turn  to 
perfume.  They  begin  to  panic  about 
Christmas  gifts. 

More  often  than  not  ideas  for  his 
"little  woman"  are  not  the  problem, 


it's  what  to  buy  for  Auntie  Madge, 
that  gem  of  a  secretary,  Granny 
Newton  or  the  wife's  mother.  Perhaps 
men  had  it  easier  in  pre-Charlie  days; 
there  were  fewer  perfumes  to  choose 
from,  fewer  ads  to  be  confused  by  and 
less  sophistication  on  the  part  of  the 
receiver.  Let's  face  it,  it's  easy  to  be 
confused  by  the  plethora  of  pong 
vying  for  space  on  your  shelves. 

Those  adverts  will  evoke  different 
responses  in  both  men  and  women.  A 
woman  might  look  at  a  Press  ad  for 
Chique,  for  instance  (your  computer 
should  start  working  here.  The  one  in 
your  head  which  says:  Chique,  by 
Yardley,  introduced  in  1976,  chypre 
note,  costs  £7.50  for  a  2oz  cologne 
spray;  a  lady,  face  hidden  by  hat 
dabbing  perfume  on  wrist,  click  click. 
OK)  and  she  may  feel  that  it 
represents  the  kind  of  woman  she 
would  like  to  be.  She  will  then  ask  to 
test  it  and  if,  having  been  given 
proper  guidance  on  the  test  procedure 
(I'm  not  going  to  insult  your 
intelligence  by  going  over  something 
you  all  know  so  well  .  .  .)  she  likes  it, 
she  may  buy  it.  If  at  that  stage, 
however,  she  finds  it  doesn't  suit  her, 
she  will  not. 

Instead  her  eye  may  be  attracted 
by  a  counter  display  for  LA  (click 
click,  introduced  by  Max  Factor  this 
year,  costs  £4.85  for  a  55ml  cologne, 
smells  floral  with  oriental  woody 
overtones,  advertising  echoes  headboard, 


blonde  lady  with  city  background, 
click)  and  she  might  ask  to  try  that, 
find  it  suits  her  better  and  make  her 
purchase  accordingly.  What  is  a  man 
to  do? 

He's  more  likely  to  be  attracted  by 
the  come-hither  looks  of  the  lady  on 
television  who  flaunts  It  (Lentheric, 
£2.75  for  a  25g  spray,  deep  cleavage, 
lots  of  blonde  hair  and  Kathy  Kirby 
lips).  But  in  his  perverse  male  mind 
he  will  not  necessarily  want  that  woman 
to  be  representative  of  the  woman  for 
whom  he's  buying  the  gift.  For  his 
secretary  maybe,  but  not  for  his  wife 
or,  God  forbid,  his  precious  daughter. 

At  this  point  I  must  indicate  that 
I  am  aware  of  my  own  prejudices 
showing.  I  am  not  making  anti-men 
remarks — I  love  men — 'but  I  do  not 
regard  them  as  being  overly  endowed 
with  scent  sense,  in  general.  There  are 
exceptions.  But  if  your  customer  is 
not  such  an  exception  I  am  simply 
suggesting  that  he  might  need  help. 

Turning  back  to  the  ads,  you  may 
find  that  he  has  caught  a  glimpse  of, 
and  been  impressed  by,  the  cool, 
elegant,  lady  in  the  white  hat  gracing 
the  Ivoire  ads,  or  again,  by  the  sensuous 
draped  lady  wearing  Opium  (click  click 
click).  In  he  comes,  asking  the  price. 
Oh,  and  watch  his  face  fall!  They  are 
obviously  too  expensive  for  him.  Oh 
no,  he  mumbles,  perhaps  not.  He  looks 
disconcerted  and  is  on  the  point  of 
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turning  tail  and  shuffling  out.  Is  this 
the  time  to  turn  away  from  the  poor 
man?  You  won't  make  a  sale  of  either 
Ivoire  or  Opium  so  should  you  shrug 
ji     and  continue  stock-taking? 

Oh  no.  Listen  to  Supersalesgirl 
Sally:  Of  course,  Opium  is  a  beautiful 
oriental  perfume,  but  it  is  a  bit  pricey. 
If  your  girlfriend— oh,  it's  your  wife  is 
it?  My,  you  don't  look  old  enough  to 
be  married!  Ha  Ha.  (cringe,  I  know, 
but  they  do  love  it).  Well,  if  she  likes 
this  type  of  fragrance  there  are  a 
number  of  others  in  the  same  "family", 
you  know  based  on  the  same  fragrance 
"notes".  (A  tiny,  'tiny  bit  of  jargon 
doesn't  hurt  because  they'll  be  impressed 
(by  your  knowledge,  but  don't  overdo 
it  and  start  going  on  about  aldehydic 
references  and  chypre  influences! ) 


Oriental  perfumes  are  very  popular  at 
the  moment  you  know.  Smile. 

At  this  point  you'll  probably 
discover  that  your  hapless  gent  doesn't 
even  know  (a)  what  an  oriental 
perfume  smells  like  or  (b)  whether  the 
intended  recipient— 'Your  daughter? 
Oh,  surely  she's  not  old  enough  to 
wear  perfume?  (Come  on,  why  not, 
how  often  has  a  male  assistant  done  it 
to  you?) — even  likes  that  kind  of 
perfume.  This  is  the  time  to  find  out 
what  she  looks  like.  I  don't  mean  that 
you  have  to  be  able  to  draw  an 
Identikit  picture  of  her,  but  ask  if 
she's  fair  or  dark.  Odds  are  the  fairer 
she  is  the  lighter  her  perfume  will  be 
and  vice  versa. 

Find  out  (subtly)  what  kind  of 
clothes  she  wears.  By  that  I  mean  is 
she  a  twin  set  and  pearls  type  (click 
click  equals  classic  scent),  a  tweed  skirt 
and  brogues  sort  (fresh,  outdoor  smell), 
an  electric  pink  jump  suit  kind  (jazzy, 
modern)  or  a  Laura  Ashley  /  peasant 
smocked  lady  (oriental  preferences?). 

He  might  even  know  what  kind  of 
perfume  she  already  wears.  You  may 
find  that  she's  been  wearing  Arpege 
for  years  and  that  he's  sick  of  it,  in 
which  case  you're  home  and  dry. 
Arpege  you  click  click  to  yourself 
(don't  you? )  that's  in  the  aldehydic- 
floral  family  (see  Beauty  Business, 
September  29,  1979,  pi 2),  so  she'll 
probably  like  Madame  Rochas  or 


Chanel  No  5.  If,  however,  he  doesn't 
have  easy  access  to  the  dressing  table 
of  the  lady  in  question,  ask  him  what 
she  smells  like. 

Now,  depending  on  how  clever  and 
subtle  you've  been  up  until  now  he 
may  or  may  not  be  very  bored  with 
all  these  questions,  take  offence  at  this 
last  and  stomp  off.  Perhaps  your  best 
bet  is  to  try  and  make  him  laugh.  If 
he  responds  well  and  enters  into  the 
spirit  of  the  thing  (it  is  Christmas  after 
all)  he  may  even  wax  quite  poetic; 
"like  freshly  cut  grass  on  a  summer's 
day".  Vent  Vert,  Chanel  19  or  Ailiage 
you  click  back  and  hope  he  doesn't 
suffer  from  hayfever.  "Like  a  bunch 
of  spring  flowers."  Diorissimo,  Fidji, 
Cristalle,  click.  "Sort  of  herby." 
Pardon?  "Well,  you  know  like  herbs 
and  stuff."  Oh,  good  old  Charlie  then, 
or  L'Origan,  Chloe  or  Cabriole.  "She 
has  delicate,  floral  moods."  Quelques 
Fleurs.  "Spicey".  Back  to  Opium.  Or 
Cinnabar,  Mystere  de  Rochas  or 
Nahema.  And  if  you  can  pronounce 
that  you  deserve  a  click. 

You  then  produce  a  'bottle  with  the 
wise  words — 1  think  she'll  love  this. 
He  takes  it  from  you,  unscrews  the 
cap,  jams  it  under  his  nose  and  sniffs. 
Cor,  quoth  he,  I  don't  like  that.  Well 
of  course  you  don't,  you  silly  man,  all 
you  can  smell  is  the  alcohol — you  do 
not  snap  back.  Allow  me,  sir.  A  touch 
on  your  own  wrist,  leave  it  a  moment 
or  two  to  dry  and  develop  on  the 
skin.  Oh  yes,  he  says,  well  I  like  it  on 
you,  smirk  smirk. 

And  there  is  the  rub — no,  don't 
rub  it  you'll  smash  the  delicate  scent! 
But  how  to  find  out  if  it  will  smell 
just  as  nice  on  Her,  that  is  the  question. 
And,  I'm  afraid,  the  gamble  you  and  he 
will  have  to  take.  If,  however,  you 
have  done  your  research  and  your 
homework  properly  the  odds  are  much 
better  than  if  he'd  just  picked  up  a 
bottle  of  something  pretty  and  crossed 
his  fingers. 

Do  stay  up  to  date  on  new  perfume 
launches — the  Counterpoints  pages  of 
C&D  are  crammed  with  news  of  this 
sort.  We've  seen  Ivoire  de  Balma'in 
from  Revlon,  Futura  from  Goya,  LA 
from  Max  Factor,  Metal  from  Paco 
Rabanne,  Quant  from  Quant  and  how 
many  more  this  year  alone.  Also,  I 
cannot  stress  enough  the  usefulness  of 
familiarising  yourself  with  the 
perfume  families,  how  they  are 
divided,  into  Which  category  fits 
which  perfume  and  most  important  of 
ail  where  new  ones  slot  an.  A  beautiful 
wall  chart  is  available  from  Haarman 
&  Reimer*  detailing  this  information. 

Try  and  keep  abreast  of  market 
"trends"  and  which  type  of  perfume 
is  fashionable  at  any  one  time. 
Reading  women's  magazines,  studying 
the  ads  (click)  and  talking  to  reps 
(click  click)  Will  help  there.  As  of 
course  will  your  regular  read  of  Beauty 
Business  (click  click  dick). 
*Fieldhouse  Lane,  PO  Box  7,  Marlow, 
Bucks  SL7  IN  A. 
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Clairol — a  division  of  Bristol-Myers 
are  already  a  recognised  force  in  the 
hair  care  market,  so  their  test-marketing 
of  a  shampoo  in  the  ATV  region 
could  herald  a  new  brand  leader. 

Clairelle  is  a  non-medicated 
shampoo  available  in  three  variants — 
normal,  dry  and  oily — and  in  three 
sizes  a  50ml  sample,  125ml  and  250ml. 

Yet  why  should  the  company  feel  it 
has  a  potential  success  story  on  its 
hands — or  in  its  hair — when  there  are 
already  some  30  shampoos  in  national 
distribution  and  trade  in  toiletries  is 
depressed? 

Paul  Thompson,  new  business 
manager  for  Clairol,  believes  they  have 
created  a  product  which  can  hold  its 
own  in  any  economic  climate.  "It's 
never  the  right  time  to  launch  a  wrong 
product  but  if  the  product  is  right  it 
can  be  launched  at  any  time." 

Clairol  opted  for  the  non-medicated 
sector  of  the  market  because  the 
medicated  sector  is  dominated  by 
Vosene  and  Head  &  Shoulders  and 
therefore  less  vulnerable  to  new 
entrants.  To  make  an  impact  a 
technical  formulation  breakthrough 
would  be  a  necessity. 

The  non-medicated  sector,  into 
which  Clairelle  has  been  launched,  is 
much  more  fragmented  and 
competitive,  and  as  such  easier  to  break 
into  (Silvikrin  and  Sunsilk  being  the 
brand  leaders).  Ft  also  accounts  for  65 
per  cent  of  the  total  shampoo  market. 

Figures  from  the  latest  (and  last) 
IPC  Toiletries  and  Cosmetics  survey 


indicate  that  of  the  women  questioned, 
72  per  cent  used  a  cosmetic  shampoo 
of  which  14  per  cent  were  a  dry 
variant,  41  per  cent  normal  and  17 
per  cent  a  shampoo  for  greasy  hair. 
Medicated  shampoos  were  the  choice 
of  24  per  cent. 

Clairol  estimate  the  total  hair  care 
market  will  be  worth  £154m  in  1980, 
£70m  of  which  will  be  spent  on  145m 
units  of  shampoos.  Shampoos  have, 
therefore,  an  impressive  slice  of  the 
hair  care  cake. 

A  brief  survey  of  Clairol  brands 
in  the  total  market  shows  that  Nice  'n 
Easy  leads  the  permanent  colourant 
sector  with  25  per  cent  of  sales  and 
ammonia-free  Clairesse  already  holding 
a  5  per  cent  share. 

Born  Blonde  is  claimed  .to  be  brand 
leader  in  the  bleacher/lightener  sector 
with  a  26  per  cent  share  and  in  the 
conditioner  market,  Natural  Balance  is 
the  Clairol  flag  bearer,  the  shampoo  of 
which  went  national  this  year. 

The  future  for  Clairelle  is  therefore 
rosy  judging  by  the  company's 
previous  hair  care  ventures.  As  Mr 
Thompson  says:  "Both  Natural 
Balance  and  Clairesse  have  gone 
national.  If  you  have  a  reputation  for 
bringing  onto  the  market  tested 
products  that  have  gone  well  it's  good, 
but  if  it  is  cannon  fodder  outlets 
often  won't  give  support." 

Blind  tests  of  shampoos,  says  Mr 
Thompson,  rated  Clairelle  highly  but 
they  found  it  had  a  polarising  effect. 
"Some  people  do  not  find  it  suits  them 


but  they  are  vastly  outnumbered. 
Clairelle  has  got  character,  it  is  not 
enough  to  be  marginally  better — it 
has  got  to  be  seen  to  give  genuine 
benefits. 

The  major  selling  point  of  Clairelle 
is  its  beer  content  (a  tipple  of  this  is 
not  advised  unless  you  like  a  foam-in- 
Ihe-mouth  feeling). 

Clairol  believe  that  the 
present  non-medicated  brands  are  both 
gimmicky  and  weak  in  benefits. 
Consumers,  they  say,  see  shampoos 
as  all  too  similar  and  are  still  searching 
for  their  Utopia.  But  according  to 
Mr  Thompson  they  need  look  no 
further. 

Clairelle  consists  of  "a  formula 
which  is  distinctive  in  composition, 
performance  and  character  being 
one-third  real  beer,  combined  with  an 
advanced  blend  of  cleansing  and 
conditioning  ingredients." 

'The  Clairelle  bottle  and  graphics 
have  been  carefully  designed  for 
today's  more  sophisticated  consumer. 
Without  being  extravagant,  they  look 
cosmetic  but  not  gimmicky.  The  pack 
is  classy,  impactful  and  whilst 
remaining  honest,  gives  a  good 
impression  of  size." 

A  television  campaign  comprising 
a  30-second  advertisement  has  just 
finished  in  the  test  area  and  shelf 
strips  and  dump  bins  are  available  for 
the  main  sizes.  Further  bursts  of  the 
advertisement  are  to  follow  majoring 
on  product  benefit  with  a  theme  of 
"Clairelle,  for  a  body  that  shines". 

Retailers,  they  claim,  accepted 
that  Clairelle  was  a  different  product 
and  "not  just  another  shampoo". 
Initial  response  is  described  as  being 
very  encouraging  with  sample  sizes 
reported  to  have  virtually  disappeared 
and  brisk  business  in  the  main  sizes. 

Whilst  50  per  cent  of  shampoo 
sales  go  through  chemists  (Boots  32, 
independents  17)  Mr  Thompson 
believes  that  chemists  are  losing  out 
to  the  grocery  trade  because 
manufacturers  are  not  allowing  them 
to  be  price  competitive.  Clairol, 
he  says,  see  chemists  as  their  main 
source  of  strength. 

So  whilst  some  of  you  will  already 
have  the  product  on  your  shelves,  for 
the  rest  of  you  it  may  be  some  time 
yet.  The  idea  of  a  test  market  is  to 
discover  in  a  "typical"  area  how  a 
product  fares  and  whether  it  is 
worthwhile  launching  nationally, 
whether  it  needs  changes  or  whether 
it  will  be  a  flop!  After  all,  it  is  better 
from  both  the  manufacturer's  and 
retailer's  point  of  view  to  be  safe  than 
sorry — and  out  of  pocket.  ■ 
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Susi  Rogol's  father  is  under  the 
impression  his  daughter  is  a  shorthand 
typist.  Not  that  there  is  anything  wrong 
with  that— if  it  were  true.  But  since 
Susi  got  the  worst  recorded  marks  in 
a  shorthand  and  typing  course  it 
doesn't  appear  to  be  the  talent  with 
which  she  was  meant  to  take  the  world 
by  storm. 

This  feat  of  academic  brilliance 
came  about  because  Susi  refused  to  cut 
her  nails  short  for  typing  and  it  lead 
to  a  subsequent  change  of  course  in  the 
career  of  our  "personality". 

Up  until  then  Susi  had  decided  she 
would  be  the  world's  greatest 
copywriter,  but  her  age  (not  old 
enough) — and  her  nails  (not  short 
enough! ),  were  against  her. 

Susi  is  a  Public  Relations  "person" 
and  as  such  has  to  deal  with  people 
(like  me)  asking  questions  and 
demanding  information,  with  almost 
impossible  time  limits,  in  order  to  get 
it  into  the  latest  issue  of  C&D. 

Multiply  that  by  the  number  of 
consumer  and  trade  magazines,  along 
with  newspapers,  all  making  different 
demands  and  you  could  well  end  up 
with  a  headache  at  just  the  thought. 

Yet  this  is  all  in  a  day's  work  for  a 
PR  along  with  numerous  meetings  to 
decide  future  plans,  to  report  on 
projects  in  hand,  to  discuss  advertising 
budgets  and  future  Press  features.  It  is 
the  job  of  a  PR  to  implement  any 
decisions  taken. 

Strangely  enough  Susi  has  her 
father  to  thank  for  her  career.  Coming 
from  a  family  of  doctors  Susi  was  all 
set  to  enter  the  College  of  Surgeons, 
Dublin  when  he  decided  that  at  16  she 
was  too  young — and  anyway,  the  idea 
of  female  doctors  was  absurd. 


So  Susi  left  school  with  her  own 
"five  year  plan"  which,  if  successful, 
would  result  in  our  heroine  being  both 
an  author  and  the  world's  greatest 
copywriter.  Joining  an  advertising 
agency  as  a  junior  (where  the 
disastrous  shorthand  and  typing  results 
were  achieved)  it  soon  became  clear  to 
Susi  that,  although  she  had  learned  a 
lot,  age  would  hold  her  back  until  she 
had  achieved  a  respectable  tally  of 
years.  Remember,  in  the  early  sixties 
age  and  not  ability  was  the  dominant 
factor.  Being  too  restless  to  wait 
around  Susi  went  to  America  for  what 
was  to  be  a  year-^but  which  turned 
into  five. 

Joining  Graflex,  an  American-style 
Rank  Xerox,  Susi  wrote  direct  mail  for 
them  before  joining  Max  Factor  for  a 
brief  three  months.  After  all  anyone 
who  can  write  three  pages  of 
superlative  copy  on  a  lipstick  is  not 
going  to  take  too  kindly  to  being  told 
to  cut  it  down  to  three  lines. 

Moving  on  to  the  May  Company, 
Susi  admits  to  being  spoilt  there  because 
of  her  age — a  period  in  her  career  that 
she  thoroughly  enjoyed!  With  a  prolific 
pen  Susi  was  soon  writing  fashion  and 
cosmetic  copy  for  up  to  six 
advertisements  a  day  as  well  as  dealing 
with  instore  promotions  and  running 
a  house  magazine  for  teenage 
customers.  A  further  two  years 
experience  editing  teenage  magazines 
in  San  Francisco  gave  Susi  a  firm 
foundation  when  she  returned  home- 
four  years  late  but  much  the  wiser. 

Max  Factor  UK  gave  Susi  her  first 
PR  appointment  which  she  held  for  five 
months  before  moving  on  to  Faberge" 
as  PR  manager  in  1970.  This  period  of 
her  career  Susi  describes  as 
Iremendously  exciting.  It  was  a  time 
she  recalls  when  "Faberge  was  riding 
high  with  Brut  and  the  company  was 
a  very  exciting  place  to  be.  Kiku  was 
then  probably  the  top  brand  and  the 
company  had  a  reputation  as  an 
innovator." 

Two  years  later  Susi  left  to  have  a 
baby  but  went  back  to  launch  West  in 
1972-73.  This  period  Susi  recalls  was  a 
critical  time  as  the  company  was 
entering  the  field  of  consumer  products 
with  the  launch  of  Babe.  In  1975  Susi 
was  back  on  a  part-time  basis  for  all 
of  three  weeks  before  she  was  talked 
into  doing  the  job  full-time.  This  state 
of  affairs  continued  until  1977  when  her 


son  Jonathan  became  ill  and  Susi  was 
obliged  to  give  up  work. 

Word  soon  got  round  however  that 
Susi  was  available  and  freelance  work 
— which  she  had  not  really  ever 
considered — began  to  come  in. 

On  Faberge  policy  Susi  believes  the 
launch  of  Babe  was  not  in  the  same 
class  as  the  previous  products  from  the 
company  and  is  of  the  belief  that  the 
launch  should  have  been  more  in  line 
with  the  UK  and  not  America. 

But  to  continue  the  story. 
Approached  by  Elida  Gibbs  Susi  was 
offered  freelance  work  for  Denim, 
Stowaway  and  a  new  product  which 
turned  out  to  be  Goggles  sunglasses. 
Forming  her  own  PR  company— Rogol 
Goodkind — Susi  was  soon  in  the  swing 
of  things  by  the  time  Gibbs  formed 
Parfums  Roberre. 

Having  now  worked  with  Gibbs  for 
three  years  Susi  is  satisfied  with  the 
way  things  have  turned  out.  During  this 
time  Susi  has  dealt  with,  among  other 
things,  Reply  mouthwash  and  has  been 
involved  with  Impulse  and  Raintree. 

Impulse,  she  believes,  is  the  best 
thing  Gibbs  has  got  going  but  also 
thinks  the  Raintree  concept  is  unusual 
enough  to  make  people  remember 
although  the  initial  reaction  may  be  to 
pull  back. 

Susi  likes  the  way  Gibbs  work 
describing  it  as  being  without  "speed  or 
gut  feeling"  which  she  feels  pays  off 
far  better  than  a  rush-and-regret 
attitude.  In  such  a  big  company,  she 
observes,  careful  planning  is  a  necessity 
because  little  mistakes  cost  lots  of 
money. 

To  be  a  good  PR  Susi  believes 
takes  total  commitment  which  she  feels 
she  would  be  unable  to  give  if  she 
were  in  a  large  PR  agency.  "Public 
Relations  is  a  funny  area  to  work  in 
and  sometimes  it  is  easy  to  bluff  your 
way  through.  But  the  majority  of 
companies  need  someone  not  to  just 
understand  the  product  but  the  area.  I 
think  this  would  be  difficult  in  a  large 
company  with  lots  of  different  accounts 
and  feel  1  wouldn't  be  able  to  get  close 
enough  to  the  clients.  I  prefer  to 
consider  myself  an  inside  person  and 
the  way  I  work  means  I  have  got  time 
to  be  involved  in  both  the  small  and 
the  large  problems." 

Susi's  definition  of  a  PR's  job  is  to 
be  an  integral  part  of  the  client's 
workings.  The  PR  should  be  "involved 


6—Supplement  to  Chemist  &  Druggist   4  October  1980 


ES  IN  THE 
SINESS 

iitive,  Susi  Rogol 


with  product  development  so  that  when 
the  time  comes  to  communicate  to  the 
trade  via  trade  Press  and  consumers  via 
consumer  Press  the  message  is  clear 
cut  and  enhances  the  company  message. 
The  PR  objective  should  be  to  get 
details  of  the  product  or  the  company's 
activity  printed  in  the  Press,  to  be  able 
to  work  and  communicate  with  buyers 
and  Press  people." 


Another  cap  that  Susi  wears  is  that 
of  adviser  on  the  cosmetic  and  toiletry 
market.  And  it  is  here  that  Susi  is 
grateful  for  her  idependenoe  as  a 
freelance. 

Talking  generally  on  the  market  in 
which  she  works  and  the  changes  she 
has  seen,  Susi  sees  the  introduction  of 
Charlie  as  being  the  market  revolution. 
Charlie,  she  says  "changed  everything 
and  it  is  only  now  the  market  will  get 
back  into  perspective — people  now  are 
more  discerning  about  the  me-too's 
and  me-three's. 

"Through  Press  coverage  and 
education  people  are  now  demanding 
the  best  product,  wanting  a  solution 


and  not  just  a  cover  up.  They  are 
prepared  to  spend  a  little  more  on  good 
products  and  not  waste  time  and 
money  experimenting.  There  is  no  room 
for  gimmicky  items  anymore  which  is 
a  shame  for  the  smaller  companies. 
This  is  a  funny  sort  of  business  where 
heavy  brand  shares  can  be  bought  if 
you  advertise  very  strongly.  There  are 
lots  of  small  companies  who  are 


totally  acceptable  commercially  but  do 
not  have  the  capital  for  advertising." 
Part  of  the  fun  of  her  job,  says  Susi 
is  doing  something  with  a  little  money 
and  getting  the  maximum  mileage. 

Motivation  for  Susi  comes  from 
"doing  something  well  and  getting 
pats  on  the  back".  She  confesses  to 
infrequent  moods  of  self-doubt  which 
usually  take  the  theme  of  her 
contribution  to  society — or  lack  of  it. 
On  one  such  occasion  she  presented 
herself  at  the  necessary  office  with  a 
wish  to  be  involved  in  part-time  social 
work  only  to  be  told  after  an  interview 
that  she  would  be  hopeless  and 
probably  invite  everyone  back  for  tea. 


Life,  Susi  says,  revolves  around 
running  Press  functions  one  day,  to 
brownie  runs,  pottery  classes  and  ice 
skating  the  next.  A  typical  working 
week  can  be  along  the  following  lines : 
Monday:  Start  the  week  with  a  9.30 
am  meeting  to  discuss  product  launches 
followed  by  another  meeting  dealing 
with  new  schemes  underway  and 
co-ordinating  the  issuing  of  Press 
releases  and  photographs;  information 
to  be  included  will  be  discussed  and 
decided  upon. 

Lunch  is  likely  to  be  with  a  Press 
person  to  discuss  the  possibility  and 
details  of  an  article  and  an  afternoon  is 
soon  gone  co-ordinating  any  printing 
and  photographic  work  underway.  Any 
spare  time  will  be  spent  drafting  the 
Press  releases  decided  upon  in  the 
morning  meeting. 

Tuesday:  Another  day  will  be  spent  in 
communication  with  the  Press  to  see 
what  features  are  in  the  pipeline.  Time 
may  well  be  taken  up  looking  at  a 
photographer's  portfolio  and,  if  there 
is  a  Press  presentation  in  the  offing, 
finalising  and  sorting  out  Press  kits. 

A  half-hour  ring  round  to  check  up 
on  who  will  be  attending  is  always 
advisable,  either  way  too  few,  or  too 
many,  accounted  for  is  a  PR  disaster. 
Wednesday  will  probably  include  more 
meetings,  plus  correspondence  to  sort 
out  and  inquiries  and  administrative 
details  to  attend  to.  Susi  tries  to  go 
around  the  stores  and  shops  sometime 
during  the  week  to  see  which  companies 
are  running  which  promotions  and 
generally  keep  up  to  date. 
Thursday:  The  day  of  the  Press  launch 
and  details  that  have  been  checked  and 
double-checked  are  gone  through  again. 
Everything  from  Press  kits  and  samples 
to  film  slides  have  to  be  collected 
together. 

Even  throughout  the  presentation 
Susi  is  making  notes  on  queries  the 
Press  may  raise.  Any  function  of  this 
sort  is  followed  by  a  post-mortem  with 
the  brand  manager  to  discuss  the  overall 
success  of  the  presentation  and  the 
queries  raised. 

Friday  sees  Susi  delivering  Press  kits  to 
any  one  unable  to  attend  the  previous 
day's  function  and  dealing  with  the 
queries  raised.  Regular  meetings  with 
the  advertising  agency  are  also 
arranged  to  ensure  co-ordination  for 
maximum  impact.  A  PRs  role  is  not  to 
dominate  but  to  support  and 
co-ordinate  wherever  possible. 

And  after  the  interview  as  I  stood 
watching  the  exhaust  pipe  of  Susi's  car 
disappear  in  the  direction  of  the 
supermarket,  I  was  left  with  one 
thought — "one  very  busy  lady". 
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By  John  Watkinson, 
Electricity  Council 

A  pharmacy  is  the  logical  outlet  to 
sell  certain  electrical  appliances  for 
personal  aid  or  health  purposes. 
It  is,  therefore,  important  to  be  able 
to  offer  guidance  or  useful  tips  on 
keeping  appliances  in  good  working 
order  and  making  them  safe  in  the 
home. 

In  fact,  the  law  has  something  to 
say  on  the  subject.  An  Act  passed 
in  1978  enforces  safety-in-use  standards 
for  electrical  appliances  either 
specifically  designed  for,  or  likely  to 
be  used  in,  the  home.  By  law  it  is  an 
offence  to  sell  appliances  which 
contravene  these  standards.  Appliances 
with  a  BEAB  (British  Electrotechnical 
Approvals  Board)  label  satisfy  the 
safety  requirements. 

The  following  are  a  few  points  that 
are  helpful  to  know. 
Plugs:  At  present  very  few  appliances 
have  moulded-on  plugs  so  plugs  and 
adaptors  are  useful  stock  as  a 
customer  service.  Generally  1 3  amp 
3  pin  plugs  are  used  (it  is  unlikely  to 
be  profitable  to  stock  the  older  round 
pin  variations  unless  they  can  command 
a  large  turnover).  13  amp  plugs  are 
designed  to  accept  cartridge  fuses  rated 
13  amp  (brown)  or  3  amp  (red). 

The  fuse  is  a  protection  against 
overload  damage  to  the  flexible  cord 
of  appliances  when  a  fault  occurs  and 
an  excess  current  flows.  As  a  general 
guide,  the  13  amp  fuse  is  most 
commonly  used,  but  some  appliances 
rated  700  watts  or  less  may  have  a 
thinner  flex  and  are  best  protected  by 
3  amp  fuses.  The  manufacturer  usually 
gives  special  guidance  on  this  aspect 
in  his  instructions.  Safety  plugs  or 
tough  plugs  designed  to  withstand 
accidental  knocks  without  chipping 
or  cracking  may  be  considered 
worthwhile  for  the  modest  extra  cost. 
Adaptors:  These  should  be  limited  to 
2-way  patterns  only  and  be  of  reputable 
manufacture.  Special  shaver  plug 
adaptors  must  be  fused  and  designed 
only  to  accept  the  2-pin  shaver  plug. 
Flex  connections:  It  is  essential  that 
the  purchaser  fully  understands  that  if 
a  3 -core  flex  is  fitted,  the  green /yellow 
coloured  core  must  be  used  and 
connected  to  the  largest  pin  terminal 
marked  "E"  or  "  =  ".  The  brown 
coloured  conductor  is  connected  to 
the  "L"  (live)  terminal  and  the  blue 
to  the  "N"  (neutral)  terminal. 

A  double  insulated  or  all  insulated 
appliance  has  no  exposed  metalwork 
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that  can  be  touched  when  in  use  and 
will  have  only  a  two  core  flex.  In  this 
case  the  brown  or  red  core  must  be 
connected  to  the  live  terminal  (L)  of 
the  1 3  amp  3-pin  plug  and  the  blue 
or  black  to  the  neutral  terminal  (N). 
The  earth  pin  terminal  is  not  used 
with  a  two  core  flex.  It  should  be 
remembered  that  appliances  should 
never  be  plugged  into  lighting  pendants 
or  fittings. 

Flexes:  An  adequate  length  of  flex  for 
convenient  use  is  fitted  to  the 
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appliance  by  the  manufacturer. 
Additional  lengths  should  be  avoided 
because  trailing  flexes  are  hazardous 
and  are  likely  to  cause  undue  strain 
on  connections  at  the  plug  or 
appliance  itself. 

If  an  additional  length  is  considered 
necessary,  then  the  connection  should 
be  made  with  a  purpose-made 
connector,  and  not  with  twisted  or 
soldered  and  taped  joints,  which  are 
prone  to  arc  with  wear  and  strain 
giving  rise  to  fire  risks.  Where 
connectors  are  fitted  the  plug-in  part 
must  be  attached  to  the  appliance  flex. 
Again,  3-pin  plugs  must  be  used  with 
3 -core  flexes  as  the  earth  wire 
connection  is  an  essential  safeguard 


which  must  never  be  overlooked. 

If  the  newly  purchased  appliance 
is  to  be  in  constant  use  then  serious 
consideration  should  be  given  to 
providing  a  conveniently  placed  socket 
outlet  rather  than  using  adaptors  and 
extended  lengths  of  flex. 
Electric  underblankets:  These  are 
generally  designed  for  an  hour  or  more 
of  pre-heating  the  bed  and  must  be 
switched  off  before  getting  into  bed. 
The  blanket  must  be  securely  fixed 
over  the  mattress  in  accordance  with 
manufacturers'  instructions  and  must 
be  kept  completely  flat  at  all  times. 
Unplugging  the  blanket  before  getting 
into  bed  will  ensure  that  switching  off 
is  not  forgotten.  An  extra  low  voltage 
blanket  supplied  from  its  own 
transformer  is  designed  to  be  slept  on, 
but  is  a  more  expensive  product. 

Special  heating  pads  are  available 
for  constant  heat  treatment  of  various 
muscular  complaints.  These  are 
designed  to  be  lain  on  and  are  usually 
supplied  with  washable  covers. 
Overblankets:  Electric  overblankets 
are  designed  for  constant  use  while 
the  bed  is  occupied  and  must  always 
be  placed  over  the  top  sheet.  They 
include  variable  thermostats  or 
temperature  controls  and  the 
manufacturers'  instructions  must  be 
strictly  followed.  Purchasers  should 
be  advised  to  return  all  types  of  electric 
blanket  to  the  manufacturer  for  service 
or  cleaning  at  regular  intervals. 
Hairdryers,  stylers  and  trimmers: 
These  mostly  hand-held  appliances 
are  particularly  prone  to  their  flexes 
receiving  considerable  twisting  and 
tugging  in  use,  so  flexes  should  be 
frequently  straightened  out.  Appliances 
must  be  kept  free  of  loose  hairs  to 
ensure  adequate  air  flow  into  the  fan 
and  thoroughly  cleaned  before  packing 
carefully  away  after  use. 

Hair  trimmers,  especially,  should 
not  be  left  where  children  might 
tamper  with  them  and  they  should 
never  be  left  plugged  in  after  use  in 
case  they  may  be  inadvertently 
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A  Lady  would  only  buy  one 
from  a  Chemist 

No  lady  talks  about  her  superfluous  hair  with  just  anyone. 
So  you  owe  it  to  her  to  stock  the  new  Tefal  Waxaway. 
Because  it's  the  one  electrical  appliance  you  know  she'll  only  ask  you  for. 

Her  own  beauty  salory 

Tefal's  Waxaway  is  one  of  the  most  important  new  beauty  products  to 
appear  in  a  long  time. 

A  fuss-free,  warm  wax  hair  removal  treatment:  safe,  hygienic  and  very 
effective. 

It  gently  removes  unwanted  hair  without  the  need  for  razors.  It  gives  perfect 
results  that  last  for  up  to  six  weeks,  leaving  the  skin  silky  smooth. 
Identical  warm  wax  treatments  ato  used  in  beauty  salons.  But  now,  every 
lady  can  have  this  personal  attention  at  a  fraction  of  the  cost. 


Waxaway  Hair 
Removal  Pack. 

BDC's  Special  Price  to  you: 

£14.95 

(excl.  VAT) 


Order  Tefal  now,  from  BDC 

The  Tefal  brand  is  respected  by 
consumers  all  over  Europe.  Their 
electrical  appliances  are  quality  made  in 
France,  and  backed  by  a  one  year 
guarantee. 

This  year  the  Tefal  name  is  backed  by 
£2,000,000  worth  of  advertising.  That'll 
create  the  demand  -  BDC  will  help  you 
satisfy  it. 

BDC  are  right  behind  you 

As  London's  leading  electrical 
wholesaler,  BDC  can  offer  you  an 
unbeatable  deal. 

We  have  incredible  buying  power  - 
and  colossal  warehouse  capacity.  So 
we  buy  big  -  and  pass  the  savings  on 
to  you. 


Every  month  in  the  BDC  Times,  you'll 
find  hundreds  of  leading  brands  and  big 
volume  sellers  on  offer,  many  ideal  for 
chemists  to  retail.  Every  one  is  heavily 
discounted  from  normal  trade  price  -  so 
you  can  really  compete  with  the  high 
street  multiples.  On  top  of  all  this,  you 
get  the  best  delivery  in  the  business  and 
incentives  that  no-one  can  match. 

Send  for  your  free  copy  of  the  BDC 
Times  by  filling  in  the  coupon  now. 


fill 


TEFAL  &  BDC 
Together,  we  mean 
business 

I  To:  British  Distributing  Company,  | 
BDC  House,  590  Green  Lanes,  London  N8  ORA. 
Please  send  me  the  BDC  Times  from  now  on. 

Name   


Company 


Address 


British  Distributing  Company 
BDC  House,  590  Green  Lanes 

LONDON  N8  ORA  , 

Telephone:  01 -800 1245  |  _  | 

Telex:  261 693 


Electrical 
safety 
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switched  on. 

Shavers:  Shavers  must  be  used  only 
from  BS  3052  special  shaver  sockets 
in  bathrooms  and  from  special  fused 
shaver  adaptors  or  socket  outlets  to 
BS  4573  elsewhere.  Care  must  also 
be  taken  to  ensure  that  the  correct 
voltage  setting  is  selected. 
Health  and  sun  lamps:  Strict 
adherence  to  recommended  periods  of 
use  are  essential  and  medical  advice 
should  be  sought  if  there  is  any  doubt. 
Use  the  correct  goggles  if  the  eyes  are 
exposed  to  rays  and  observe  the 
minimum  distances  from  the  lamp  that 
are  recommended.  Lamps  must  be 
mounted  safely  While  in  use  so  they 
cannot  topple  or  be  accidentally 


knocked  over.  After  use,  they  should 
be  unplugged  to  avoid  being 
inadvertently  switched  on  as  this 
could  be  hazardous  if  they  are  left 
unattended.  Safe  storage  is  essential 
to  prevent  damage  to  glass  components. 
Baby  bottle  and  food  warmers:  These 
appliances  should  be  unplugged 
before  cleaning  and  treated  with  care 
to  ensure  that  water  does  not  get  into 
terminals  or  connection  pins.  They 
should  be  put  away  immediately  after 
use  if  young  children  are  present. 
Portable  immersion  heaters:  Intended 
for  use  in  jugs  or  deep  vessels  to  heat 
small  quantities  of  liquid,  they  require 
sensible  care  in  use.  The  heating 
element  must  not  be  left  connected 


when  not  immersed  in  the  liquid  to 
be  warmed.  Care  should  be  taken  to 
avoid  contact  with  the  heating  element 
at  all  times  and  it  should  never  be 
laid  on  a  flammable  surface  While  the 
element  is  still  hot.  Any  damage  to 
flex,  plug,  or  element  connections  must 
receive  immediate  attention  in  the 
interests  of  safety. 

This  selection  of  "personal  use" 
appliances  are  all  obtainable  as  BEAB 
approved  products  and  preference  for 
stocking  these  is  considered  and  wise 
advice,  assuring  safety  in  proper  use 
by  your  customer  in  the  home.  In 
addition  to  adhering  to  the 
manufacturer's  instructions,  it  is 
helpful  to  follow  a  few  basic  rules 
with  all  appliances  to  ensure  their 
long  and  safe  use.  Use  the  correct 
fuse,  plug  and  socket;  ensure  plugs  are 
wired  properly;  avoid  trailing  flexes; 
never  leave  appliances  plugged  in  when 


Before  any  appliances  go  to  the  BEAB 
for  testing,  individual  companies  will 
have  done  their  own  extensive 
research.  Pifco  is  one  such  company. 
"British  Standards,"  they  say,  "exist 
to  cover  virtually  every  aspect  of 
almost  any  product  that  can  be 
manufactured,  and  it  is  some  of  these 
which  determine  if  an  electrical 
appliance  is  sufficiently  safe  to  display 
the  familiar  kite  mark. 

"The  cost  of  submitting  appliances 
to  BEAB  can  be  several  thousand 
pounds,  and  can  easily  take  six  months 
to  complete.  So,  to  ensure  appliances 
will  meet  test  requirements,  in-house 
testing  is  carried  out  before  submission. 
The  organisation  and  facilities  required 
for  this,  however,  are  quite  daunting. 

"In  testing  products  intended  for 
approval,  often  parts  of  a  Standard 
may  be  open  to  interpretation  so  it  is 
necessary  to  have  members  of  staff 
actively  involved  in  the  various 
Standards  committees  where  they  must 
raise  and  try  to  resolve  ambiguities 
before  testing  oan  be  recommenced. 


not  in  use;  ensure  uninterrupted  air 
flow  in  appliances  with  a  fan  and 
always  allow  those  with  heaters  to 
cool  down  before  carefully  packing 
away. 

To  help  in  the  safe  use  of  electrical 
appliances,  leaflets  in  the  "Electricity 
and  You"  series  "Plugs  and  Fuses", 
"Electric  Blankets",  "Safety  in  the 
Home",  and  "A  guide  to  Running 
Costs"  are  available  free  from 
Electricity  Board  shops  or  the 
Electricity  Council  Marketing 
Department,  30  Millbanlc,  London 
SW1P  4RD.  ■ 


And  so  say 
all  of  us  .  . 


Special  test  apparatus  may  have  to  be 
designed  and  built,  which  can  be  very 
time  consuming,  and  there  are  regular 
visits  to  the  laboratories,  by  the  BSI, 
to  check  instruments  used  " 

Electricity  as  we  know,  and  use  it, 
has  been  with  us  for  over  100  years, 
courtesy  of  Mr  Watt  and  others.  Life 
without  it  is  unthinkable — remember 
those  dark  days  of  1974  when  the 
lights  went  out  and  the  candles  were 
always  at  the  far  end  of  the  house? 
We  learnt  a  lesson  the  hard  way  then, 
but  do  we  yet  realise  that  for  all 
its  convenience,  electricity  must  be 
respected  and  handled  with  care?  As 
far  as  Philips  are  concerned  safety  is 
the  number  one  priority.  (Don't  we  all, 
when  we  buy  electrical  goods,  rely  on 
our  previous  experience  of  product 
reliability?) 

Philips  believe  that  one  product 
Where  prospective  buyers  are 
particularly  looking  for  the  reassurance 
of  special  safety  features  lis  in  electric 
blankets.  Their  range  of  pre-heat 
underblankets,  they  say,  has  several 
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safety  features  incorporated  into  their  design,  including  a 
"natural  heat  balance".  This  is  thermostatic  control 
keeping  the  temperature  constant  and  preventing 
overheating  during  normal  use.  The  de  luxe  models  all 
incorporate  the  special  "safeguard"  overheat  protection 
which  automatically  monitors  blanket  temperature  and, 
in  the  possible  event  of  overheating  due  to  misuse, 
immediately  isolates  the  blanket  from  the  electricity  supply. 

Hairdriers  are  fitted  with  an  automatic  cut-out  device 
which  operates  should  the  drier  over-heat,  for  example, 
if  the  grill  covering  the  air  inlet  becomes  covered.  Once 
the  temperature  of  the  drier  has  dropped  and/ or  the 
restriction  is  removed  and  the  air  allowed  to  circulate 
freely  again,  the  out-out  will  automatically  switch  the 
appliance  back  on.  (The  two  hood  hairdriers  have  manual 
re-set  buttons.) 

Health  and  sunlamps  are  designed  with  stringent  safety 
requirements  and  it  is  important  to  ensure  that  users  read 
the  detailed  instructions  that  accompany  each  product 
before  use.  A  further  feature  is  the  provision  of  special 
protective  goggles  for  use  with  UV  treatments. 

Braun  also  make  special  mention  of  insulation.  All 
products  in  the  Braun  haircare  range  are  made  of  "tough 
thermoplastic"  and  all  metal  parts  are  recessed  which 
mean  that  there  is  no  possibility  of  heat  transference  during 
use.  Braun  say  "in  the  last  few  years,  sales  of  hair  care 
appliances  and  electric  shavers  have  boomed.  However, 
the  variety  of  models  and  styles  of  electrical  appliances 
on  the  market  has  meant  that  the  consumer  has  become 
more  selective.  They  are  no  longer  prepared  to  purchase 
an  appliance  that  simply  looks  right  for  the  job — 'they 
also  want  high  quality  and  in  built  safety  factors  to  ensure 
that  the  product  does  its  job  as  efficiently  and  safely  as 
possible." 

Safety  features  of  mention  in  the  super  compact  and 
Travelair  pistol  grip  hairdriers  are  the  positioning  of  the 
air  vent  as  far  away  as  possible  from  the  hair  during  use 
so  that  the  hair  cannot  get  sucked  into  the  dryer.  There  is 
also  a  protective  grill  at  the  front  to  prevent  accidental 
contact  with  the  heating  element  and  both  products  have 
a  thermal  release  auto-resetting  device  which  cuts  out 
should  the  product  accidentally  overheat. 

Clairol,  a  division  of  Bristol-Myers,  have  found 
research  to  show  that  no  heat  damage  occurs  to  hair 
below  150°C.  Consequently  Clairol  appliances,  other  than 
the  professional  ones  for  salons,  operate  at  no  more  than 
130°C. 

They  also  found  there  was  a  difference  between  dry 
hair  lacking  moisture  due  to  using  a  hairdrier  and  dry 
hair  due  to  lack  of  oil.  The  former,  they  found,  returned 
to  normal  moisture  retention  within  two  minutes  but  the 
latter  to  be  due  to  ill-health  and  poor  diet. 

Other  features  to  be  found  in  the  Braun  personal 
care  range  include  a  non-tangle  swivel  cord  in  the 
Roundstyler  and  Quickstyler  ranges  which  are  all  designed 
for  use  with  one  hand.  This  also  prevents  the  possibility 
of  damage  to  the  flex  by  constant  twisting. 

The  Braun  Protector  styling  set  has  an  electronic 
sensor  which  measures  the  temperature  of  the  air  leaving 
the  dryer.  If  the  temperature  begins  to  rise,  the  sensor 
detects  this  and  automatically  cuts  the  wattage  avoiding 
hair  damage  from  excess  heat.  In  the  dental  range, 
launched  last  year,  the  sealed  housing  of  the  Braun  dental 
and  the  dental  dl  does  away  with  batteries  which  can 
become  corroded  if  they  come  into  contact  with  water. 
The  removable  magnetic  switch  can  be  taken  off  When 
travelling  to  prevent  the  toothbrush  from  accidentally 
running  down  or  to  prevent  little  fingers  from  turning  it 
on !  The  toothbrush  can  be  safely  rinsed  after  use  under  a 
running  tap  and  replaced  in  the  charging  unit  Whilst 
still  wet.  To  test  this,  all  brushes  are  dropped  into  a  bowl 
of  water  whilst  working  to  ensure  that  the  seal  is  complete. 

So  remember,  always  warn  your  customers  against 
sitting  in  the  bath,  drying  their  hair,  with  a  three  core 
flex  in  a  two  pin  plug  stuck  in  the  light  fitting ! 


DEHMAN 

Preferred  by  professionals  worldwide 

The  most  travelled  brush  In  the  world 
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AN  EVEN 
MORE  BEAUTIFUL  BUY 
_  THIS  AUTUMN 


/VJTUMN.The  season  of  mists  and  mellow  fruitfulness.  And  now 
l  \  Seven  Seas  Capsules.  Available  in  beautifully  designed  packs 
and  counter  display  units.  Rich  in  Vitamins  A,  D  and  E.  Now  being 

 njn I  specifically  and  beautifully  advertised  to  women  of  18-35. 

I         Full  page,  full  colour  advertisements  in  COSMOPOLITAN, 
V        OVER  21  LOOK  NOW,  COMPANY  and  HONEY.  Make 
—       sure  you  carry  adequate  stocks.  See  your  representative. 

[And  you'll  make  this  an  even  more  beautiful  autumn  for 
yourself  and  your  customers. 

Seven  Seas  Cod  Liver  Oil  Capsules  - 
in  new  handy  packs. 
You  11  like  what  s  happening  at  Seven  Seas. 
Ask  for  details  of  the  new  Health  Food  Range.  

MORE  NEW  IDEAS  FROM  SEVEN  SEAS 


BRITISH  COD  LIVER  OILS  LIMITED,  MARFLEET,  HULL.  TEL.  0482-75234. 


